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This infant pupil of Randall Place Primary School for the Deaf, Greenwich, knows that 
if he says ““Pppuh"’ correctly the candle will go out. Slowly he learns to speak. 


Here is a picture of the year from the picture-weekly of the year. ILLUSTRATED—alive, 

enterprising, imaginative—is Britain’s foremost picture-weekly, and the greatest value for 

4d. . . . Editorial experience and foresight have so correctly gauged public taste and opinion 

that the paper has achieved, in spite of the many difficulties of the year, an increase in sales. 

More and more national advertisers, watching this great step forward in popularity and 
influence, are making full use of ILLUSTRATED for their campaigns. 


MEMBER A.B.C. 


YOUR BEST VALUE FOR 1952 ‘ 


UND VALUE AND A SQUARE GUARANIEE FOR A STRAIGHT LINE * 


PHL EMANUEL, ADVERTISEMENT DIRECIOR, ODIHAMS PRESS LID., 6-98, LONG ACRE, LONDON Ww 
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ADVERTISER'S WEEKLY 
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Ul Mung 


To The Editor.. 


pelled to conduct this branch of 
my business at a complete loss. 
Ihe newspapers do, in fact, 
accept my orders nett and con- 
tunue to allow me monthly 
accounts that are met promptly. 

The two alternatives facing me 
are: (1) to seek an expansion of 
this branch of advertising which 
already appears to be over- 
burdened and obtain additional 
accounts from heaven knows 
where, to make up the required 
total, or (2) relinquish these 


Agency 


Recognition 


Sir,—After over 20 years suc- 
cesstul experience of selling space 
with daily and evening news- 
papers and the trade and technical 
Press, and with a good industrial 
background, | felt that small in- 
dustrial advertisers required a 
service hitherto closed to them 
and 1, therefore, decided to com- 
mence practice as an advertising 
agent specialising in technical and 
industrial accounts, in 1945. 

Although without experience of 
agency routine other than that 
gicaned from my contact with 
advertising agents, I launched 
my enterprise with very little 
capital, a terrific amount of 
enthusiasm, One account and a 
number of promises from adver- 
tisers | had known for many 
years. 

It was quite impossible to ob- 
tain immediate recognition on 
account of my lack of knowledge 
of agency practice and I, there- 
fore, worked without commission 
for a period of twelve months. At 
the end of that period I was granted 
Tecognition by the Periodical 
Trade Press and Weekly News- 
paper Proprietors’ Association as 
it was then known, 

Now, after a period of seven 
years’ successful service to clients 
and Press, | find myself, with 
adequate finance, burdened with 
two smal! general advertising 
accounts, 

Although I have an established 
and well conducted agency I am 
unable to obtain commission 
from newspaper members of the 
Newspaper Society and N.P.A., 
simply because | am unable to 
place business to the amount of 
£5,000 per annum in the provin- 
cial Press and £10,000 in the 
London daily and evening papers. 

As my service to clients is of 
first consideration, I am com- 


accounts as unprofitable and stick 
to trade and technical accounts 
only, on which my business has 
prospered. 

I do feel, however, that this 
choice is not only harsh but 
ridiculous in the extreme. If an 
agency has sufficient funds to 
meet its commitments at all times, 
its credit is sound and its methods 
beyond reproach, what does it 


IN THIS ISSUE— 


Case history of a Government 

publicity campaign — page 492. 

NEXT WEEK’S issue will include 

a Norway Supplement and a 

special article on Public Relations 
for Advertising. 


matter whether it is able to place 
£1,000 or £100,000 in any par- 
ticular paper or group of papers? 
Surely this principle has much to 
commend it rather than the oppo- 
site, for with such a large turn- 
over the newspapers’ risk is in- 
finitely greater as is also that of 
the agency concerned. With 
smaller accounts under proper 
control, as im my case, all risk 
is eliminated. 

In upholding the best in adver- 
tising and giving an honest-to- 
goodness unlimited service to 

« both client and the Press, it is not 
the amount spent on advertising 


that matters, but the manner in 
which the smallest amount is ex- 
pended that brings dividends to 
all concerned. 

1, too, would like to pay tribute 
to the reasonable manner in 
which the Periodical Proprietors’ 
Association conduct their affairs, 
otherwise I would not have 
become a 

SMALL BUT 
SUCCESSFUL AGENT. 
(Name and address supplied.) 


Press Ads. At 
15/- A Head 


Sir,—So the Advertising Asso- 
ciation is to appoint a P.R.O. to 
assure the public that advertising 
is not the parasite it is sometimes 
made out to be. 

Nowhere, however, have | seen 
the point stressed that Press ad- 
vertising, comprising by far the 
greatest portion of advertising in 
this country, cost only £37 million 
during 1950—approximately 15s. 
per head of the population. This 
is a small price, indeed, to pay 
for the vast amount of business 
resulting from Press advertising, 
bringing profits and prosperity 
and enabling products to be 
economically and competitively 
manufactured. 

I trust the new Advertising As- 
sociation P.R.O. will make full 
use of this point, which is surely 
the most powerful justification for 
the existence of a flourishing ad- 
vertising industry. 

DONALD J. BLACK, 
The Municipal Journal Ltd. 


Symphony In Four 


Movements 


Sir,—These four themes are 
taken from your last issue: 

First movement: (Allegro) 
Three months expenditure on 


TWENTY-FIVE YEARS AGO 


December, 1926 


A publicity scheme for the Stock 
Exchange was suggested by a mem- 
ber in a letter to the Observer. 

* 


T. G. Casson was appointed man- 
aging director al J. —" Ltd. 
* 


Illuminated signs began operating 
again. They had been banned since 
May as a result of the coal stoppage 
caused by the General Strike. 

+ * ” 


Albert E. Drayson was appointed 
ad. manager of-the Bystander. 
* « * 


Plans were being made for an 


advertising exhibition to be held at 
Olympia the following summer. 
” . * 

Cecil Harmsworth was elected 
chairman of the board of Associated 
Newspapers Ltd 

* * * 

A gold mug was presented to 
Wareham Smith for his services to 
the Aldwych Club 

* * * 

Mrs. Pankhurst addressed the 
Publicity Club of London on “Mass 
Psychology.” 

* oe « 
H. Pook, London manager of 
ry Irish Times, died. 


Decumper 6, 1951 


Press advertising an all time 


record. 


Second movement: (Adagio 
doloroso) A woman _=§ speaker 
quoted: “The majority of people 


seem to have a natural resistance 
to advertising.” 


Third movement: (Scherzo 
jocoso) The A.A. is to appoint 
a wizard P.R.O. to “influence 


amongst others’—the Press! in 
favour of advertising. A second 
theme is interwoven from your 
leading article headed “Unselfish 
Agents.” 

Fourth movement: (Presto 
protesto) Mr. McMillan’s puff for 
Manchester common sense, “I 
became weary listening to 
speakers talking about the social 
responsibilities of advertising.” 

T. C. ELDER, 

Industrial Publicity Service Ltd. 


Age Limit And 
Unemployment 


Sir,—Mr. Faichney’s statement 
that there is “virtually no un- 
employment in advertising at the 


moment” prompts me to ask these 
questions: 
What is the upper age-limit 


upon which this information is 
based? 

Is there an age-limit 
which applications are 
accepted? 

Can it be taken 
that every person desiring em- 
ployment is registered at the 
Advertising Appointments 


Bureau? 
FIFTYPLUS. 
(Name and address supplied). 


Christmas Lights 


Shop window and advertise- 
ment lighting restrictions will 
remain in force on Christmas 
Eve, but there will be none on 
the preceding week-end, Decem- 
ber 22-23, or on Christmas Day 
and Boxing Day. 


above 
not 


for granted 


———— 


Culity Cilou. Vitrling with 


Mile 


WASS PRITCHARD & CO. a 


85 FENCHURCH ST, LONDON E. 
ae ROYAL 7141 


a 3 BP 1 sy eee ee " er er 
; a ee ™" eee 
f, a 
eS ii es i 
A * 
YD 5 
A ON ESOT TCT EDT ETT SL RL ae. 
7 4 ie 
. a Cag 4 te 
: am yr, La y : 
te M PSN 
a —_ 
! ne i { 
y __ 
| J 
: , 
: | El ee 
beat 
g Po —— 
i BY _ a 7 
Pe <n 
¥ i 
i aie a ee lll I i ee Se eae om 


a _ leeeenemeniiel semen 


DecemMBerR 6. 1951 ADVERTISER'S WEEKLY 


It isn't 


a px Aye x: — © 


only size 


that counts 


A very small key 


can unlock a door 
of massive size 


if it fits the lock 


The 30,000 purchasers of House & Garden 
are key customers —they open up markets 


many times their own size because they provide 


the key to accepted taste and influence 


Tf you sell anything 
for the house or garden 


your medium is 


House « Garden = 


BLACK & WHITE £80 


monthly We 


The Condé Nast Publications Limited, 37, GoLbEN SQUARE, LONDON, Wa 


Sp ee . ee ae pi 

— J) 

e- 

aes | 
ae, 

i ; y ; ‘ ™ wt be 
ca i bs | 
Sais “4 ; “ 
rod a =, fd q | 

ie : ae ws, ee } 

3 : j : ye ‘ | 
ae | : . : 
Ng 4 ~~ a ti 

3 5 e.. _ 
a ‘ at 
ay. gti — | 

# 3 ’ as —— ; tr i Pe | 

eh a : . _ oe q | 

a ae 4% - ’ 

ee £ : 
Ye ee : | a 
ae | 
am a » 

ms f cwUaD : 

Whe { 
= ” . Con ee 
a ~ N 
+ 
i re 
4 fF 
& 
= 
a 3 


If it’s your business to be well 

informed on advertising media— 
= = watch ~woman’s iiusTRATeD! If you 
| agree that sparkle, liveliness and 
af readability build reader confidence— 
watch WOMAN’S ILLUSTRATED! If you’re 
a space buyer, advertiser or accounts 
executive ... if pulling power and pep 
are what you look for in a woman’s 
magazine — use WOMAN’S ILLUSTRATED, 
and watch results! 


PAGE RATE 
£250 


43° WEEKLY 
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A SILENT SALESMAN 
ror YJ provucts 
THROUGHOUT 


|RELAND 


‘ARMSTRONG LEAVING A.A.’ REPORT: 
HE MAY TAKE OVER LIP.A. JOB 


Surprise Follows Anstice 


Brown Retirement News 


C. Anstice Brown, director of the Institute of Incorporated 
Practitioners in Advertising, is to retire. 


He has told the 1.1.P.A. Council that after over 25 years with 


‘Family Doctor’ 
To Change 
Ad. Policy 


A “more liberal” advertisement 
policy and a changeover from 
rotary photogravure to letter- 
press are among changes that 
will shortly be noticed in 
Family Doctor, the British 
Medical Association’s shilling 
monthly magazine for the lay 
reader. 

In future (an _ authoritative 
spokesman told ADVERTISER'S 
WEEKLY), advertisements will 


A.A. 1952 Conference 
The council of the Advertis- 
ing Association has decided 
that a national conference 
will be organised next year. 
Details will be announced 


be accepted for such products 
as first-aid kits, approved home 
remedies such as aspirin, and 
some of the familiar home 
treatments for minor ailments 
like the common cold 

“Advertisement vetting will still 
be quite strict, but it will be 
over a wider field,” he said. 

Circulation had shown an ex- 
pected falling-off from the net 
figure of well over 200,000 for 
the first three issues, and there 
had also been the seasonal 
decline, he said. It was intended 
however ty arrest this by pre- 
Christmas advertisements for 
the January issue. 


* the Institute, he feels that it 
is now well-established and 
that he would like to leave in 
about 12 months. 

An announcement concern- 


Drummond 
Armstrong 
Armstrong 


is to resign his present 
position as director-general 
of the Advertising Associ- 
ation and that he will go to 
the LI.P.A. some time next 
year. 


County Council said “No” to these. 


MIDDLESEX REJECT PLAN FOR FREE 
SHELTERS—WITH ADS. 


Middlesex County Council 
have rejected the offer of free 
*bus shelters from a firm who 
want to supply them conditional 
on being allowed to use them for 
advertising purposes. It is under- 
stood this refusal was because 
the County Council will not 
permit any shelters containing 
advertisements to be constructed 
on their highways. 

The type of shelter offered by 
Norman & Mann Ltd. is already 
in use in many towns including 


Liverpool, Ilfracombe, Inverness 
and Rotherham. They are made 
of concrete and incorporate what 
is known as a curved “umbrella” 
roofing. - The advertisements are 
exhibited in unbreakable glass 
covered frames. 

Twickenham and Northwood 
and Ruislip local councils are 
willing to support the erection of 
the shelters and several organi- 
sations in the County have signi- 
fied their interest. If sufficient 
support is forthcoming the firm 
will appeal. 


50 advertisers use GOtlim Gs 
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Frank Waters 


WORLD © 
PROSPECTS 
BRIGHTER 


Brighter prospects are fore- 
cast in the fifth annual survey 
of the world newsprint supply 
position by the Newsprint Asso- 
ciation of Canada. It shows a 
reduction in this year’s overall 
shortage, and expects a slightly 
smaller shortage next year. 

In both years the apparent short- 
age is less than three per cent of 
the total estimated demands. 

If the recent change in the trend 
of U.S. consumption is maintained, 
it is believed that a correction of 
the acute general world shortage of 
newsprint is in prospect. 

Omitting the U.S., Canada and 
the Soviet sphere, the apparent 1952 
shortage of about 275,000 tons for 
all other countrics, amounts to over 
8 per cent of their expected total 
supply. 

From 1946-50 average consumption 
by U.S. newspapers has increased 
by over 400,000 tons annually, but 
current reports indicate that the rat 
of increase this year will be much 
smaller. U.S. consumers, using less 
than their intake, are building up 
stocks. The current period, in fact 
seems to be one of readjustment 
it is stated 

Canada’s post-war expansion has 
been accomplished by the improv 
ment of existing plant, by the addi- 
tion of new machines and by new 
mill construction. 


Australia May 
Ban Radio Deal 


The House of Representatives 
in Canberra has passed by 63 
votes to 40 a Government motio 
to bar non-Australians from cor 
trol of Australian commerce 
broadcasting stations, A sin 
motion was also carried by tt 
Senate. 

These motions have the eff 
of giving the Government ad 
vance backing for leg ve 
executive action which it has in 
dicated it will take to upset pu 
chase by the Daily Mirror and 
Sunday Pictorial interests 
chain of Australian radio statio 

he Feder il Government ‘ 
considering amend ng the Broad 
casting Act to make it jmpossibk 
for any commercial broadcasting 
licensee to transfer a licence 
an oversea interest, and to make 
it imperative that every company 
holding a licence is Australian in 
structure. 


474 
PRESS NEWS AND PROSPECTS 


More Newsprint Might Lead To 2d. 


Nationals, Smaller Circulations 
‘NEWS CHRONICLE’ CHIEF ON FUTURE FINANCIAL PROBLEMS 


Should newsprint become more plentiful, and yet remain as 
costly as it is to-day, what will be the future of newspaper 
pubiishing in Britain? In “The Press,” the third booklet in 
the “News Chronicle” Background To The News series—out 
yesterday (Wednesday) priced a shilling Frank Waters, mana- 
ging director of the “‘News Chronicle” and the “Star,” says that 
in this event “the whole of the Press, both nativnal and provin- 
cial, would be faced with some awkward fivancial problems.” 


He continues: “Even now, a 
paper with a circulation running 
into several millions may actu- 
ally lose money by increasing its 
size from 6—8 pages, for these 
reasons: First there is no addi- 
tional revenue from sales and 
second, because advertising rates 
cannot be geared any higher to 
cover the cost of the extra news- 
print used. 

“In recent months the addi- 
tional revénue derived from the 
increase in price to 14d. has been 
more than absorbed by the rise 
in newsprint costs alone. 

“Meanwhile, as in other indus- 
tries, newspapers have been faced 
with demands for higher salaries 
and wages. 


Rate Increase Impossible 


Will the public, then, be asked 

pay 2d. for its daily news- 
paper? It is too soon to answer 
lat question yet—though it is 
worth pointing out that even a 
2d. newspaper would still be 
cheaper than a single cigarette. 
But with the present cost of news- 
print the additional revenue ob- 
tained by raising the price to 2d. 
would not be sufficient to cover 
the outlay incurred by extra 
pages. It would be impossible to 
meet this cost by increasing ad- 

lising rates because, at 2d. a 
copy, sales would certainly 
lecline. 

“The increase from 1d. to 14d. 
in May 1951 resulted in an all- 
round drop in circulation of 
approximately 6 per cent. An- 
other increase in price might lead 
to a further loss in sales, amount- 
ing, perhans, to as much as 10 
per cent.” 

] Press, edited. produced and 

ly written by Michael Curtis, 
‘tant to the editor of the News 
Chronicle. aims, with the prospect 
of a 100,000 sale, to give “tan objec- 
vccount of how the Press 


WOrkKs 


When It Began 

These are some of the things the 
public are told: 

By Lord Layton, vice-chairman. 
Daly News Ltd., in a foreword: 
“The shortage of newsprint denies 

the journalistic profession the 
possibility of reflecting differences 
in Viewpoint which make for healthy 


public opinion. Some purists sug 
gest that all such elements as the 
sports reports and iems of relief 
and entertainment should be cast 
out of newspapers. I fear that they 
know as litthe about human psych- 
ology as they do of the complexities 
of newspaper finance.” 

A history of The Fourth Estate 
recalls: “Another important land- 
mark in newspaper history was the 
deve'opment of advertising in the 
early days of the 19th century. It 
freed newspapers from the evil 
system of depending for their exist- 
ence on subsidies from the Govern- 
ment, or political parties, or even 
more dubious sources. Advertising 
became a guarantee of indepen- 
dence.” 

A chapter on newsprint reminds 
the public: “fhe reason why the 
reader is only paying S50 per cent 
more for his newspaper is partly 
because he is buying a much smaller 
product (6 pages instead of 20) and 
partly because the restriction on 
advertising space has enabled the 
newspapers to charge much more 
‘per column inch’ for advertise- 
ments.” 


Big Changes Forecast 


And there are these forecasts of 
future developments: “*. .. there can 
be litthe doubt that the British Press 
is about to enter a period of con- 
siderable change and deve'opment. 
We have already indicated that the 
future may see fewer strong indi- 
vidual proprietors. Are they likely 
to be replaced by boards. trusts or 
committees? And if so, what impact 
is this likely to have on the status of 
editors? . 

“There are some grounds for sup- 
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posing that the Northcliffe revolu- 
tion im newspaper technique has 
passed its zenith and that a counter 
revolution is on the way.” 

A fascinating, well-illustrated 
booklet has chapters on Fleet Street, 
The Press Lords, A Newspaper At 
Work, The Management, and The 
Editoria: Team. R. J. Cruikshank, 
editor, News Chronicle, contributes 
a piece on The Editor. Front pages 
of the nationa! dailies are repro- 
duced. 

The Background To The News 
series is designed to fill the gap in 
background information caused by 
the newsprint shortage. At least ten 
booklets and maps will be published 
during the 12 months from October 
to September. 

study of Parliament by 
Geottrey Cox, and a review of the 
work of The City, by Paul Bareau, 
have already appeared. Other sub- 
jects under preparation include a 
special report by Ritchie Calder, the 
science editor of the News 
Chronicle, on conditions in south- 
east Asia, and background surveys 
of Russia, the British Common- 
wealth, Europe and the U.S 

Driving force behind the series 
is Frank Waters. 

Footnote: In a _ chapter on 
Management, Mr. Waters says: 
A newspaper should not exist solely, 
or even primarily, to make a profit 

though naturally it must at least 
pay its way in order to exist at all. 


‘Punch’ Interest In 


Leagrave Press 

Bradbury, Agnew & Co., Ltd., 
proprietors of Punch, have ac- 
quired a controlling interest in 
Leagrave Press, near Luton, 
formerly owned by Gibbs & 
Bamforth Ltd. 

F. R. Sewell and H. O. White, 
joint managing directors, will 
remain in charge. 


More Press News And 
Prospects On Page 512 


Goodyear trio, snapped in the Wolverhampton offwe of Roy Watson 
(centre), advertising manager of the Goodvear Tyre & Rubber Co. (Great 
Britain) Lid. Left—George Hindley, advertising manager for Goodyear in 


South Africa; right 


Bine Taylor, recently appointed Goodyear's advertising 
manager in India. 
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P.R. Institute Approves Development Plan 


TRAINING, EXAMINATIONS, AND 
RESEARCH TO BE ORGANISED 


The Institute of Public Relations—whose new chairman, 
Roger Wimbush, defined public relations as “the dockleaf that 
grows beside the bureaucratic nettle”—approved a far-reachiog 
development plan at its annual meeting last Friday. 


It involves: training and 
examination in public relations, 
the collection and creation of 
documentary material on P.R 
an improved journal, the creation 
of provincial groups, more meet- 
ings and social activities, an 
active part in the formation of 
an international P.R. organisa- 
tion, a permanent research com- 
mittee, and a full-time secretary. 

The Institute devoted much of 
its conference to questions of de- 
finition, constitution, and func- 
tion. After much heart-search- 
ing, it endorsed the council's 
following definition: 

“Public relations practice shall 
be defined as the deliberate, 
planned, and sustained effort to 
establish and maintain mutual 
understanding between an organi- 
sation and its public.’ 


Professional Practice Rules 


One of four rules adopted as 
a basis of professional practice 


is: 

No member shall take adver- 
tising space in any publication in 
return for a promise of editorial 
mention. 

The other rules prohibit a 
member from: knowingly seek- 
ing to supplant a fellow member 
with his employer; proffering his 
services on a payment-by-result 
basis; and disclosing without 
consent private information 
acquired in the course of his 
duti-s. 

Heavily defeated was a motion 
that the council should be 
equally composed of national 
and local government P.R.O.s, 
industrial and commercial 
P.R.O.s, and P.R. consultants. 

Approved, , however, were the 
following recommendations: 

Subscriptions have been raised 
from 3 gns. to 4 gns. for full 
members, and 1 gn. to 2 gns. for 
associate and corresponding 
members. 


Meeting With N.U.J. 


Workshop sessions are to be 
devoted to the work of P.R. con- 
sultants, and advertising agents 
are to be invited to appropriate 
meetings. 

Corresponding members are to 
be called “overseas members.” 

Following on a meeting with 
the National Union of Jour- 
nalists. it was recommended that 
an informal panel between both 
bodies be set un for the examina- 
tion of any difficulties that might 
arise between journalists and 
P.R. practitioners. The Institute 
are also to meet the Institute of 
Journalists, and it is intended to 
make a similar approach to the 


Guild of 
Editors. 

The retiring president, Alan 
Hess (Austin Motor Co.), 
mentioned that the Institute now 
had members in some twenty 
overseas territories, and appealed 
for more members; 

The incoming president, Roger 
Wimbush (Ford Motor Co.), 
claimed that public relations 
acted as a detergent to the kind 
of life one had to live in a world 
made up of so many stresses and 
strains. In a bureaucratic society 
an influence was needed to 
counteract the tendency to stan- 
dardise human behaviour, 

“That is the simple reason for 
the advent of public relations in 
our time.” he said. “It has 
nothing to do with the machina- 
tions of administrators anxious 


British Newspaper 


Sandown - Shanklin Urban 
District Council have decided 
there are NO advertisements 
in their locality which 


warrant challenging. 


to inflate their own private 
empires, with ‘jobs for the boys,’ 
or with any other strange inven- 
tion of those who cannot—or 
will not—understand the trend of 
our society.” 

Following are the officers and 
council members: 

Vice-president, T. Fife 
Central Office of Information; 
hon. treasurer, A. K. Vint, Hast- 
ings Corporation; hon. secretary, 
Norman Rogers, National Asso- 
ciation of Local Governmeni 
Officers: council: A. A. 
McLoughlin (chairman and Press 
officer), Middlesex County 
Council; Lex Hornsby (vice- 
chairman), Ministry of Labour; 
Sir Stephen Tallents; Alec Spoor, 
National Association of Local 
Government Officers; Leslie Har- 
dern, North Thames Gas Board, 
Warren Seymour, consultant; 
R. A. Paget-Cooke, Foote, Cone 
& Belding; F. L. Stevens, Federa- 
tion of British Industries; T. F. 
Usher. Manchester Corpora- 
tion; M. J. Buckmaster, Ford 
Motor Co.; C. J. S. Mumford, 
Voice and Vision; S. Duncan, 
Lancashire County Council; and 
A Campbell-Johnson, consul- 
tant; assistant secretary. B. Greg- 
gains, London Press Exchange; 
editor of Journal, W. J. Seymour, 
consultant; associate editor, S. 
Black. Association of Optical 
Practitioners, editor of Vision: 
Programme director, A. Eden- 
Green. Borough of Lambeth: 
membership secretary. ee 
Traverse-Healey. consultant: 
librarian, Mrs. Dorothy Forrest, 
N.A.L.G.O. 


Clark, 


Brighton Offer £1 800 | 


| For Publicity Man 

Brighton is to offer £1,800 a 
year (rising to £2,000) and £10 
a week hospitality allowance for 
a new publicity director. 

“We want the best man and we 
won't get him for peanuts,” 
stated a town councillor 

The council rejected an amend- 
ment calling for a £1,250 salary 
with £250 a year for hospitality. 

Ald. T. E. Morris quoted 
salary levels for publicity men 
in commerce and said brains 
must be paid for. A man “of great 
personality” was wanted. 

Chairmen Of A.A. 

. * 
Standing Committees 

All chairmen of standing com- 
mittees of the Advertising Asso- 
ciation have been re-elected by 
the Association’s council, except 
in the case of the Club Develop- 
ment Committee, where W. H. 
Hamp Hamilton succeeds Com- 
mander A. Robertson-Macdonald, 
following the normal procedure 
by which Mr. Hamilton has been 
nominated by the C.D.C 

Chairmen for the comng year 
are: Executive, W. Ewart Rumble; 
Finance, H. A. Oughton; A.LD., 
L. W. Needham; Education, 
Wm. C. Thielé; Publicity, R. B. 
Browne; Membership, John L. 
Verrinder; Research and Statis- 
tics, G. Warden; Parliamentary 
and Public Affairs, Sir Patrick 
Gower; Club Development, W. H. 
Hamp Hamilton. 


| 


Loaves On 
Wheels 


A fleet of motor-cycte sidecars 
shaped like Procea loaves is the 
latest publicity venture of Procea 
Products Lid. The sidecars are 
4 ft. 4 in. long, 2 ft. wide and 
3 ft. deep. 

They have a capacity of about 
24 cubic ft.. are mounted on a 
B.S.A, tubular steel chassis and 
attached to 600 c.c. machines, 
painted in the Procea colour 
scheme of yellow and blue. 

The body framework is of ash, 
panelled in 16 gauge aluminium 
on which a_ stippled, uneven 
“crust” effect has been added. 
The name “Procea” is embossed 
on either side, as on the com- 
pany’s loaves. 

Purpose of the combinations is 
the collection of sample loaves 
from Procea bakers for delivery 
to the bakery service division for 
examination, 


Materials Ministry 
To End P.R.O. Job 

Post of public relations officer 
at the Ministry of Raw Materials 


will be abolished at the end of 
the year. Reason given is that it 


is not a “newsy” Ministry. Most 
Press inquiries are of a highly 
technical nature. In future officials 
will answer questions themselves. 
Richard Miles has held the P.R. 
post since the Ministry was set 
up in July. 


Power Cuts: 


Warning that in some locali- 
ties, the electricity supply position 
this winter may be “considerably 
worse” than has been sug- 
gested is given in a letter to 
district committees of the printing 
trades Joint Industrial Council, 
from the Council's joint secre- 
taries, L. E. Kenyon and J. 
Fletcher. 

Even in average weather (states 
the letter) the supply at peak 
hours this winter will be 13 per 
cent below the demand. In an 
average cold spel! it will be 17 
per cent below demand and in 


Printers Warned 


severe weather it will be over 
20 per cent below demand. Ir- 
dustry and commerce have been 
asked to reduce their demand by 
20 per cent, but, when they have 
done everything that has been 
asked of them, and that is pos- 
sible even at the exnense of 
increasing costs, there will still be 
severe power cuts in severe 
weather, less but still severe cuts 
in average cold spells, and some 
cuts even in average weather. The 
only immediate solution is 
economy in the use of electricity. 
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Club News 


Cups Presented 


Dr. George Macleod, leader of 
the lona Community Trust, pre- 
sented prizes for the spring and 
autumn meetings of the Publicity 
Club of Glasgow's Golf Circle, 
following his address to members 
on Friday. 

The Kemsley and Southwood 
Cups were awarded respectively to 
George Spencer (Scotsman Publica- 
tions Ltd.) and A. Mcintosh 
(American Express). 

Other prizewinners were: E. L. 
Yule, F. D. Greenhill, H. Love, 
J. C. Barr, J. T. Jack, Wm. Meikle- 
john, Jr., J. Macleod, J. McLellan, 
W. H. Fairbairn, H. Clarkson, and 
J Firth. 


Wolverhampton 


Headline Hunter 


“One of my ambitions has been 
to make car racing headline news,” 
Raymond Mays, a_ director of 
the B.R.M., told Wolverhampton 
Publicity =. 

“The B.R.M. seems to have 
achieved this ambition for me, but 
not quite in the way I intended,” 
he added, amid laughter. 

This club lunch in a new venue 
was extremely well supported and 
guests included local industrialists. 
representatives of the car trade, and 
members of local B.R.M. Associa- 
tions. 

The club will hold its Christmas 
luncheon on December 21. 


Oxford 
How To Avoid 
Costly Errors 


Ian Macdonald, general field 
manager of A. C. Nielsen Ltd., told 
the Oxford Club of the work 
carried out by his company and the 
necessity for efficient marketing. 

He said that without research 
work, expensive errors of judgment 
were made, the average margin of 
error in assessing information being 
as high as 42 per cent when made 
by executive decision. 

The speaker said Nielsens are 
Shortly opening up on the Conti- 
nent and have been asked to estab- 
lish a branch in Australia. 


Berks and Bucks 
When Santa Calls 


Care should be taken not to kil! 
the spirit of Christmas by “commer- 
cialising” Santa Claus, said Roger 
Pryer, display manager of Bental's. 
Kingston-on-Thames, addressing 
Berks and Bucks Publicity Club at 
Reading. 

He approved a suggestion by the 
president of the local Chamber of 
Commerce that big stores should 
discuss how Santa’s arrival could be 
timed to suit all, and to cause mini- 
mum congestion. 


Manchester 


Christmas Crackers 


Six “elder-statesmen” of Man- 
chester Publicity Association will 
recount their most amusing experi- 
ences in advertising at the Associa- 
tion's Christmas lunch on December 
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Snags In ‘Checking Ad Results 


EXPERTS TELL LONDON CLUB OF 
by etapa WHICH AFFECT SALES 


em 
The Right Note 


Hedley Ward, band leader and 
broadcaster, told Birmingham Publi- 
city Association that his success 
began after he had inserted a 3s. 
advertisement in the Birmingham 
_s with the slogan “Strike a New 
Note. 

Mr. Ward considered these media 
to be the most useful to the band 
leader: editorial publicity, broad- 
casting, and newspaper advertising, 
brochures and direct mail. 


Regent 
Copyright 


C. Anstice Brown in a talk to 
Regent Club members on advertising 
law, explained that copyright is in 
the expression of the wording rather 
than in the portrayal of ideas. The 
wording must be of sufficient length 
to be a “work’’—A few lines could 
hold a copyright. Copyright be- 
came automatic as soon as the 
writing was on paper. 


ODD SP@T 

A trouser button, in a trans- 
parent envelope, accompanies 
an appeal for N.A.BS. 
circulated by Ulric B. Walms- 
ley, chairman, to members of 
the Aldwych Club. 

It is sent to remind recipi- 
ents of the not-so-valuable 
things which are very valuable 


urged not to “button-up.” 


Coventry 
Film Evening 


A film evening was attended by 
over 40 members of Coventry Pub- 
licity Association. Highlights were 
the International Advertising Con- 
ference film and “‘Magazine Magic™ 
the Curtis Publishing Company's 
technicolor sound fiim. 

A party from the Association 
toured the premises of the Coventry 
Evening Telegraph. 


difficulty, 
senttine, of measuring the 
results of setae Ss stressed 


Broadly dividing advertising into 
the “do it now” and the “state of 
mind” varieties, L. W. Desbrow 
(business manager, Housewife), said 
that anybody who neglected to 
analyse the results of coupon ad- 
vertisements was asking for trouble. 
But the right size of sample was a 
probiem, and there were all sorts of 
variables—such as the day of the 
week or the time of the year—that 
influenced the result. 

As regards Press advertising, we 
now knew a great deal about the 
type of people who read a particular 
paper, and were beginning to know 
about what people read in what they 
read. In the United States, Starch 
and others had been developing 
techniques to measure what people 
saw when they were reading their 
papers. In film advertising we could 
tell, broadly speaking, who went to 
the cinemas, and techniques were 
being developed to find out what 
they saw. Posters provided the most 
difficult problem of all. 


Markets Invaded 


Dr. Edward L. Lloyd (managing 
director, A. C. Nie’sen Co., Ltd., 
Oxford) whose talk was illustrated 
by a number of charts, gave 
examples of 11 manufacturers whose 
markets had suffered imitation or 
invasion. Competitors, he said, had 
five major means of gaining a foot- 
hold: price, quality of product, 
sales power, advertising, and the 
mere presence of the product on the 
retailers’ shelves. All of these con- 
tributed to the difficulty of measur- 
ing what the advertising had 
achieved. 

There were instances, however, 
in which it was possible to isolate 
the advertising factor and to show 
how sales fell or rose according 
to variations in the volume or 
nature of advertising. 

Dr. Lloyd a‘so showed charts 
illustrating the effects of the 
National Health Service on sales by 
retail chemists of various types. One 
indicated an increasing preference 
for small rather than large packages. 


This illuminated omnibus has proved a great aid to civil defence recruiting 
in Bolton, and is soon to tour the North-West district. 


A. W. Plowman (editor of 
Store) said that in the retail world, 
many successful stores did not ad- 
vertise at all. Some old-established 
shops, paradoxically, shunned all 
that was understood by publicity; 
and the huge multiple chain stores, 
such as Woolworth’s, also dispensed 
with it. In stores that did advertis- 
ing, it was far from easy to count 
accurately the number of customers 
who bought the article advertised, 
within a reasonable time of the ad- 
vertisement appearing. Advertised 
goods, moreover, would normally 
have been featured in window dis- 
plays or on the department counter, 
and it might well be there that they 
first come to the customer's notice. 


Prestige Ads. 


In some cases it was considered 
satisfactory if the assessed net profit 
from sales of an advertised item 
amounted to only one-fifth of the 
cost of insertion. But stores were 
desperately concerned with prestige 
advertising, with keeping their name 
before the public, or reminding it of 
a characteristic (or changing) trad- 
ing policy. Sometimes a store seemed 
impelled to advertise in a certain 
paper largely because its competi- 
tors advertised there. 

Harry Jones (author of Planned 
Packaging; deputy creative director, 
Mather & Crowther Ltd.) empha- 
sised that readership testing did not 
provide any. evidence of an adver- 
tisement’s “penetration.” Long 
copy might result in low reader- 
ship, but the sort of readership that 
was “sold’ on what was advertised. 
On the other hand, research could 
do a good deal to eliminate “hunch,” 
to tell us about copy and illustra- 
tions, and to prevent advertisers 
from making foolish mistakes. 


Norwich 
New Club Is 
Launched 


The inaugural meeting of the new 
Publicity Club of Norwich and 
Norfolk was held on Monday. 
Membership stands at 74 and is 
increasing. 

Sir Basil Mayhew, who is director 
of Reckitt & Colman, and chairman 
of the Norfolk News Co., was 
elected the Club’s first president. 

Others elected were: 

Young, chairman; L. D. Martin 
Brown, vice-chairman; John H. 
Archer, hon. m. secretary. 


Stunning ming Words 


In advertising, millions of un- 
necessary words have been written, 
said R. H. Penney, advertisement 
director of Northcliffe Newspapers 
and national chairman of the In- 
corporated Sales Managers’ Associ- 
ation, addressing the First Counties 
Branch at Luton. 

“We in advertising have many 
fundamentals which could be 
cleared up once and for all,” he 
said. 

“This elaboration of the so- 
called importance of particular 
theories and themes goes on in so 
many different directions that, in 
consequence, simple matters be- 
come involved problems out of 
which compilations of new jergce 
emerge to further ae 
worried and perplexed wor! 
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A section of the revellers when Putnam Studio's fifth anniversary birthday 


party was held at the Mayfair Hotel, W. 


Afterwards they went to see 


“Zip Goes a Million.” 


JAZZY LAY-OUTS 
CRITICISED 


It is not always money that 
counts in the production of an 
attractive looking house maga- 
zine. If there is a shortage of 
money then the magazine can be 
produced just as well only on a 
smaller scale. 

This was one of the points 
made by Barnet Saidman, chief 
photographer of the News 
Chronicle, when he spoke to the 
British Association of Industrial 
Editors, on photography in house 
magazines, on Tuesday. 

He warned against “over-jazzi- 
ness” in layout. “If a picture is 
good it will speak for itself; you 
will not improve it by hacking it 
about.” he warned. In addition 
pictures should not be too small. 


Tribute To Radio 
Trade Press 


“The radio industry is fortunate 
in having a very faithful and know- 
ledgable trade and technica! Press,” 
said J. W. Ridgeway, chairman of 
the Radio Industry Council, at the 
Council's first annual dinner at the 
Savoy Hotel last week. “We are 
very much better off in this respect 
than many other industries.” 


Export Tax Hits 
Paper Makers 


Prices which the British paper- 
making industry has to pay for im- 
ported wood pulp cannot be justi- 
fied, stated William Harrison, 
chairman, at the annual meeting of 
the British Coated Board and Paper 
Mills Ltd. 

He said: “The British paper- 
making industry is having to Pay 
prices for imported wood pulp, 1 
to 15 times the pre-war price, and, 
in all fairness to the British paper 
manufacturers, paper has only gone 
up at the most about five times pre- 


war. 
Britain Pays 


“At the present time every ton of 
high-grade Ip which leaves 
Scandinavia rs a Government 
export tax which is equivalent to 
some £35 per ton of wood pulp, 
which tax, of course, is panes on 
and paid for by the English paper 
manufacturer. 

“Similarly esparto grass, which is 
imported from Tunisia and Algeria, 
and used on a large scale in this 
country in the manufacture of high- 
grade paper, is now costing some 
£52 per ton delivered British port, 
as against £4 per ton pre-war. Here, 
again, a heavy export tax has been 
recently imposed by the French 
Government.” 


]}100 AT MARKET RESEARCH COURSE 


Over 100 men and women in 
various branches of advertising and 
sales management attended the third 
week-end course organised by the 
Market Research Society. 


The course was held at the head- 
quarters of the Institute of Incorpor- 
ated Practitioners in Advertising 
which had made itself responsible 
for the successful administrative 
arrangemenis. 


Lecturers presented an overall 
picture of the part market research 
plays in the distribution function, 
each stage being taken chronologic- 
ally so that students could see the 
gradual build up from the manufac- 
turer's initial consideration of a 


product to a study of his success in 
launching it. 

Good use was made of discussion 
periods at the end of each lecture 
and an extra period was devoted to 
general conversation between lec- 
turers and students on any particular 
problems which they had to raise. 

The course was under the chair- 
manship of Graeme Cranch, presi- 
dent of the Market Research 
Society, and the other lecturers were 
W. N. Coglan, L. W. Desbrow, 
Henry Durant, F. E. Edwards, Olaf 
Ellefsen, Harry Henry and C. Scar- 
borough. For the first time in this 
series use was made of an epidia- 
scope for pictorial presentation of 
some of the points made. 
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TECHNICAL PRESS 


Leeds Conference On Public 
Relations For Industry 


Methods of securing better public relations for industry 
were discussed at a conference in Leeds organised by the 


East and West Ridings 
Region of the Federation of 
British Industries. 

Presiding was R. Gresham 
Cooke, director of the Society of 
Motor Manufacturers and 
Traders, and chairman of the 
F.B.1. Home Publicity Committee. 

The industrialist had three 
aims in seeking to improve 

public relations, he said: to im- 

prove the status of the indus- 

trialist until he was regarded, 
as in America, as among the 
chief creators of wealth; to 
increase the worker's pride in 
industry; and to win sales and 
ag apy at home and abroad. 

. L. Andrews editor of the 
Yorkshire Post, speaking on “The 
news the newspapers want from 
industry,” said there was a much 
closer interest in the problems of 
business than there used to be. 


Success Stories 

It would be all to the good if 
industries would give more news 
about themselves; news of big 
contracts and of successes in in- 
dustry, and not merely news when 
the industrialists were doing 
bady and wanted help from the 
politicians. 

“Sometimes it is like getting 
butter from the mouth of a dog 
to get news of big contracts,” he 
said. 

Barrington Hooper, member of 
the Council of the Trade and 
Technical Press, speaking on 
“What the technical Press wants 
from industry,” said that during 
his travels abroad, he realised 
that other countries judged the 
prowess of this country from its 
technical Press. “And what a 
poor idea they must have got 
from the technica] Press of 25 
years ago,” he said. 

Now, he thought, the British 
technical Press as far as technical 
knowledge was concerned, was 


German Stahl und Eisen with its 
258 pages as an example of the 
advantages enjoyed by the 
German technical Press. 


Beating The World 

There were technical papers 
issued here beating anything 
produced in Germany or 
America. “The American Press 
is lifting our stuff wholesale, and 
we are delighted,” he said. “What 
do we want from industry?” he 
asked. “Not half as much as 
industry wants from us.” 

Technical Press advertising was 
economical, but he wanted to see 
more discrimination. He asked 
industrialists to decide which was 


the paper they judged the best, 
and then to give it all the support 
they could. 

Gresham Cooke agreed 
with Press speakers that quick 
replies were often essential. 

“Give the papers information, 
and they will reproduce it accur- 
ately,” he said. “The need for 
quick replies sometimes catches 
us off our guard, and here is 
where you should give your 
P.R.O. a chance . Let him give 
the quick answer.” 

The conference had proved, he 
said, the great value of local 


papers and provincial papers, . 


which would often put a story 
over which the national Press 
would neglect. 

Harold E. Elliott, of Newton 
Chambers, Sheffield, said industry 
deserved nothing better than to 
be reported fully fairly and 
accurately. They did not want 
publicity which added to their 
difficulties, and there were many 
matters which had to be treated 
with reticence because of com- 
petitors. 

Films Which Sell 

A. W. Delle: 

Petroleum Co., . spoke on 
the part played by films in build- 
ing up public relations, in sales 
promotion, in staff education, 
information and training, and in 
the reaims of pure research. He 
said there were vast audiences of 
the public avid for industrial 
films. 

Frank Hill, director of recruit- 
ment, education and training of 
the Wool (and Allied) Textile 
Employers’ Council, exhibited 
films and film strips used in 
education. 

It was said in discussion that a 
35-mm. two-reel film lasting 
twenty minutes could not be 
made in black and white under 
£1,000 and might cost £4,000 or 
£5,000 according to the difficulties 
of production. 


. 
Display And Screen 
Printing Contest 

Judging for the Display Pro- 
ducers and Screen Printers Asso- 
ciation’s competitions for the 
Holstius Cup, for display units, 
and the Ridout Cup, for screen 
printing, will take place to- 
morrow (Friday). 

The judges are: Peter Mytton- 
Davis, technical journalist and 
screen printing expert; James 
Holland, art director, Foote, 
Cone & Belding; Major C. W. 
Cousland, technical manager, 
W. S. Crawford Ltd.; and H. E. 
Dunseath, publicity branch, Post 
Office Savings Department, 
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Changes in the d-rectorate, eflec- 
tive on January 1. are announced by 
Willing’s Press Service Ltd 

A. E. Woodward will relinquish 
the managing directorship, but wii 
retvin the chairmanship and con- 
tinue to assist in guiding policy 
He also remains a director of Will- 
ing & Co. Lid. 

H. F. Overy becomes managing 
director with E TT. Fennell as 
deputy managing director Bots 
K. B. H. Edwards and W. G. D. 
Softly (whose election to the Will- 
ing’s Board was announced earler 
this month), a to serve as 
dir ectors of W.PS 

Thx se changes have been 
occasioned by Mr. Woodward's 
desire. after a quarter of a century's 
direction of the agency, to make 
roon for his younger colleagues. 

Mr. Overy was apponted copy 
chief of W.P.S. in 1945) and 
appointed to the Board as director 
in charge of creative departments in 
1948. Previous posts were in copy 
depariments of Woburn Advert sine 
itd. F. &£ Potter Litd.. and 
Brockie Haslam & Co. 

Mr. Edwards is also chairman of 
Willing & Co. Lid., and ts respon- 
sble for the outdoor advertising 
side of W.P.S. 

Mr. Fennell joined Willing’s in 
1928 after an initial start in adver 
tising with the British India Steam 
Navigation Co. In charge of an 
important group of accounts sinc 
the war. he was appointed a 
‘director in 1948. 

* * * 

Rosemary Garland is now publi- 
city officer for the Glass Manu- 
facturers’ Federation. She was pr 
viously with the Midland firm of 
Ciiance Bros. Ltd., the only optical 
glass makers in Britain. 

* * * 

A. Vernon Keith, of A. Vernon 
Keith & Co.. left London on Friday 
Dy air for the East. Mr. Keith wil 
first visit Karachi and will then fly to 

alaya. On his return from Singa- 
pere, he will visit Calcutta, Dacc 
Bombay, Delhi and Madras and 
Other towns. He expects to t 
away at least three months. 

* * * 

Chief account executive ." Reid 

Walker Advertising Ltd., G. H. 
~—_* will be married in saniee 
next Wednesday, to Mrs. L. M 
Edwards. The honeymoon will be 
postponed unti! Christmas. 

* * * 

J. E. Orton sales promotion 
manager of Thos. Firth & John 
Brown Ltd., and hon. secretary of 
the Publicity Club of Sheffield, ha 
been appoinicd a director of th 
Dore & Totley Golf Club Lid. TI 
is the club made famous by its 
former Ryder Cup profess 
Arthur Lees, now with Sunningda! 

* * * 

H. H. Bennett has been 
appointed London representative of 
The Hindu and Sport & Pastim 
the two English-printed jour 1 
printed and published in Ma de 
Kasturi & Sons, Ltd. He suce the 
the late Leonard W. Matters 
“Pete” Bennett has been connected 
with Flect Strect for some 30 vears 
From London advertisement mana 


Willing’s Directorate ee 


| tive of F the Times of Ce Pony ‘resign- 


association with that paper “of more 
h 


He is a founder member 


J. M. Hooper has been appointed 


, Stinton, Woolley Ltd. This 
a new appointment. 


agency from James M. Greenwood 


. Hilling left Scientific 
development manager for British Air 


forben - with Goldberg Advertising 


air transport of news- 
and Carlton, Carruthers, du Chate: 


known in Fleet Street. 
* i 


Advertising Agencies Association of 
r 22nd anniversary of join- 
P. Bumford - Morgan, a director. 


have been with the age elected ~e 
more than 20 years. 
D. H. McGill (Lintas 


Ronald Hilling has rejoined the | 1 ae Once | pees 


PRESENTATION TO F. V. KEIGHLEY 


\ clock from his colleagues « 
portable radio from the directors 
presented to F. V. Keighley at 
luncheon last week 


In addition to colleagues from the 


ci ates attended the lunch. 


_Tompkinson of London Press 


had been in Flect Street for Advertising Agency. 
Association in 1609. 
lobby correspondent “of the 
» News. He transferred to the 
and eventually be- 
idvertisement manager of the 


. £2. Robertson Prete 


(London Press Exchange Ltd.). 
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H. F. Overy J. M. Hooper 


A. M. Patel Sheila Usher 


Fielden (J. Walter Thengess ‘& 
Co. (Eastern) Lid.); S. Misra 
(Alpha Advertising Service). 

* * * 


After a month’s absence following 
an accident in which he was 
knocked down by a lorry and sus- 
stained a_ fractured collar bone, 
*. W. JSefkins, assistant secretary, 
Advertising Association, ‘is now 
back at work, thought he is still 
undergoing hospital treatment. 

* 


* 

E. G. E. Rayner, London sales 
manager of Schweppes Ltd., has 
been appointed sales manager to 
assist L. M. Alexander, sales con- 
troller of Schweppes Ltd., Kia-Ora 
Ltd. and subsidiary companies. 
Post of London sales manager is 
being filled by M. R. M. Hasler. 

* * * 


New sales manager of E. Boydell 
& Co., Lid., makers of Muir-Hill 
dumpers, loaders and shunters, is 
J. Lachlan Sturrock, previously arca 
sales manager for the Midlands, 
South-West England and South 
Wales for the company. 

* * 


* 

Lewis A. Foster has_ recently 
joined B. McLeod-Kennedy on the 
board of Kennedy Displays Limited. 
The company is engaged in the 
production of exhibitions and dis- 
plays both in this country and 
overseas. 


* * - 

R. P. Maule has been appointed 
advertisement manager of the 
Miniature Camera Magazine. 

* * * 


H. H. Burrows, a director of the 
Southend Standard, has been elected 
president of the re-formed Southend 
and District Area of “Old Ben 

* * 


* 

T. Broomfield, an employee of 
Keliher, Hudson & Kearns Ltd., 
has just retired after 684 years’ 
service with the firm. He was the 
oldest serving member of the 
Association of Correctors of the 
Press. 

* * * ‘ 

D. P. Ridgwell has resigned his 
directorship with Fredk. E. Potter 
Ltd., where he has been art director 
for nearly a year, in order to con- 
centrate his efforts on Penn and 
Partners Ltd... consultants and 
designers in advertising, of which 
he is a founder-director, 
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women circulation of 


Stuart Mander, Advertisement Director 

George Newnes Limited, Tower House 

Southampton Street, London, W.C.2 
Temple Bar 4363 (40 lines) 
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MARKETING NEWS AND TRENDS 


‘Fact-finding Essential To 
Win Colonial Markets’ 


The rearmament drive brings new problems for the exnort trade. 
In a letter to “The Times” on oo Roger Falk, Director-General, 


British Export Trade Research 


» emphasised many 


that 
British lines, traditionally aed - overseas, will be affected, and 


this circumstance was a challenge. 
“It is now up to the ingenuity 
and inventiveness of this country to 
replace such goods by different ones 
—goods the need for which may be 
hitherto undisclosed but the market 
for which speedy and practical re- 
search can uncover,” he added 

“The ques- 
tion of the 
establishment 
of secondary 
industries 
within the 
colonial Em- 
pire iS one 
that recently 
took me to 
Nigeria on 
an explora- 
tory mission. 

. The colo- 
nies have 
accumula ted 
great sterling 
balances: 
there is 
money to 
visitor is greatly 
struck by this. Quite apart 
from .. . the necessary export of 
capital equipment, we learned from 
our West African experience that 
sound not shoddy consumer goods 
are wanted in the African market in 
ever increasing quantities. 

“This must surely apply through- 
out the colonies. In the short term 
this is a problem for the British ex- 
porter; in the long term, local pro- 
duction must be the desideratum. 

“But neither _ short nor long- 
term aims wil) be achieved if British 
manufacturers, encouraged by the 
Government, do not get the basic 
picture of the market requirements 
clearly and unequivocally presented 
to them. Whether they export from 
the United Kingdom or, eventually, 
join in a local manufacturing ven 
ture, without the facts they will find 
that many competitors, who are 
zealous about their fact-finding 
operation, will be a step ahead.’ 


SHOE SHOW 


Local residents as well as wives 
of Sa oe attending conferences 
in the locality were present at a 
series of mannequin — held 
by British Bata Shoe Co., Ltd., at 
the Winter Gardens, Eastbourne 

At each parade 60 different pairs 
of shoes were shown and over 65 
— presented by co-operating 

rms, who included Brilkie Lid, 
Slimma Wear, Lid., Stockleigh 
Hosiery Co., Ltd., Skiar Ltd., 
Charles Butler Ltd.. Mornessa Lid., 
and Alice Edwards, Ltd. 

Parade organisation, scrip and 
commentary were in the hands of 
A. Campbell Gifford, advertising 
manager for British Bata. 


Roger Falk 
spend and the 


Self-service 
Would Speed 


Production 


If the savings already achieved 
by as a result of con- 
verting to self-service could be 
repeated over two-thirds of the 
retail food shops in this country, 
100,000 people would be released 
for production and standard of 
ving ne by £20 million. 

G. McCleland, managing 
Pe of Laws Stores Ltd., 
multiple grocers, made this estimate 
when he addressed a meeting of 
the Self-Service Development Asso- 
ciation on Monday. 

Best areas for self-service trading, 
he said, were the’ middle class pro- 
fessional districts. 

In dressing _a ‘self-service shop 
logical convenience and effective 
salesmanship were two conflicting 
factors. Convenience required 
strict and regular grouping of goods 
on the appropriate walls and shelves 
and the heavier goods at the end 
= the customer's journey round the 
shop 

Selceutanshie Oe pe the * use 
of “hot Poy for lines, 
variety in the display o oy goods, 
and eye catching notices at promi- 
nent positions, 


“Blend the two approaches,” he 
advise 


December 6, 1951 


There were over 900 entries for a national window display contest organised 


by Hoover Ltd. with prize money totalling over £800. 


& Jarrett Lid., of St 
challenge cup. 
director of Erwin, 
manager, Hoover Lid 
Presentation’; E. 
Association; W. M. 

Litd.; and S. Roberts, 


Wasey & Co., 


Lucking, 


Winners were Adams 


Leonards-on-Sea, who received 100 guineas and a 
Judging the entries are (left to right); 

Litd.; A. W. Bunn, 
A. J. Symes, 


L. N. Thompson, 
sales promotion 


‘editor of “Display, “Design and 


national chairman of the British Display 
Tribute, advertising and publicity manager of Hoover 
home sales manager of Hoover Ltd. 


| Marketing Newsbriefs 


Bigren is the name of a new all- 
purpose household oil a by 
Aladdin Industries Ltd. Novel 
feature is the oil container, which 
is transparent and streamlined. It 
has a nozzle cap to prevent leak- 
age. Trade Press advertising states 
that consumer advertising will be 
“heavy.” The account is handled 
by W. S. Crawford Ltd. 


* * * 


Be-Dri, a new waterproof 
batiste interlining, is being intro- 
duced by Booth-Cooper & Co., 
Ltd. Black and white and colour 
advertisements are appearing in the 


Stores Assistants Told ‘Read Trade 
~ Press—It’s Marvellous’ 


“We have a marvellous trade 
Press, and it is part of our training 
to encourage assistants to Tead it 
and know what is going on.” 

This fact was revealed by W. A. 
Slow, publicity director, Marshall 
and Snelgrove, in a luncheon talk 
to the British Direct Mail Advertis- 
ing Association on ‘Selling to Class 
‘A’ Women.” 

About 30 per cent of his firm's 
idvertising allocation went on direct 
mail, he said, and he told a ques- 
uoner that he believed even betier 
results could be obtained with their 
fashion brochures if they were ac- 
——_ by personalised letters. 

As gards Press advertising, 
Marshall ca Snelgrove took a page 
a week for a year in the Dail) 
Graphic, the first newspaper to re- 
introduce whole-page advertisements 
after the war. “I am relieved to tell 
you that it was a very great suc- 
cess,” he said. A front page and 
solus position had been occupied 


in the Observer for 20 years, even 
during the war; and “shiny maga- 
zines,’ such as The Tatler, Vogue, 
and The Queen, were considered an 
indispensable back zround to prestige 
advertising. 

A store, he said, was rather like 
a theatre, where one should always 
play to capacity every day. Selling 
was planned on a six months’ basis; 
and every week something fresh was 
introduced, such as a visit from a 
leading designer, beautician, or 
figure specialist. to address 
customers. 

At the conclusion of Mr. Slow‘s 
talk, one of Marshall and Snel- 
grove’s mannequins displayed a 
green two-piece dress, one of next 
spring's fashions. 

Before the address, Major C. V. 
Waatenbach, chairman, membership 
committee, said that he did not 
think there was a single type of 
business which could not use direct 
mail in some way or other. 


textiles tradé Press, and consumer 
announcements will follow in the 
national and provincial Press and 
women’s interest magazines. Scott- 


Turner & Associates Ltd. are the 
advertising agents. 
* * * 
New subsidiary of Glover & 


Main Ltd., Main Refrigeration Ltd.., 
are to produce an absorption-type 
refrigerator for opefation by town 
or butane gas, electricity or 
kerosene. 

* * 

Bonus gifts arc now prohibited in 
France by law. The embargo 
covers any artice of merchandise 
and any service offered, without 
extra cost, to purchasers. 

- *- + 

Nylon pot scourer introduced by 
Rusiless Curtain Rod Co. Ltd. 
under the name of Nyleska, retails 


at 2s. It is claimed to withstand 
boiling water. 
* * * 
cream for athletes, 


New massage 
called Zeplin Sports, is being pro- 
duced by Zebs Laboratories Ltd. 

* * * 

A new children’s tonic, Ferbelan. 
is being introduced by British Drug 
Houses Lid. At the moment adver- 
tising, handled by Everetts Adver 
tising Ltd., is confined to the trade 


Press. 
* * * 

Second set of 18 British war 
leader full-colour cards has been 
published by Joseph Lingford & 
Son Ltd., Bishop Auckland, who 
claim to be the only manufacturers 
of foodstuffs using what was a 
popular form of advertising pre-war. 

* . * 

New self-service store which 
opened at Streatham Hill last week 
is the twenty-second shop to 
converted by Express Dairies. 
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‘For Service’ 


HE Advertising Association could have found no better way 
Te commemorating the International Conference, and of 

perpetuating the spirit by which the Conference was inspired, 
than by the creation of an award for “public and personal service 
to advertising”. Equally felicitous is the decision to identify the 
award with Lord Mackintosh, who, as Conference president, 
contributed so much to its success. 

To recognise his outstanding service, both to the Conference 
and, throughout his career, to the whole advertising business, was 
an almost inevitable sequel, and one all will applaud. 

Other advertising awards there are, but this one is unique in 
that the selection committee will comprise, at the highest level, 
representatives of every advertising organisation. It is also the 
only one that can, and one hopes on occasion will, be bestowed 
on leaders of advertising overseas. By this proviso acknowledg- 
ment is made of the fact, so evident at the Conference, that the 
community of advertising transcends national boundaries. 

Unless cheapened by abundance, or because they are too 
lightly awarded, honours do provide an incentive. To earn public 
recognition of disinterested devotion is an ambition as laudable as 
it is natural. The knowledge that the Mackintosh Medal is there 
to be won will stimulate eagerness to serve. It is a permanent 
reminder that the vocation of advertising not only demands 
service, but is not ungrateful when it is unstintingly given. 


A Big Step Forward 


N no way can the Advertising Association do more to further 

the interests of advertising than by undertaking, as it has now 
undertaken, responsibility for its public relations. 

While the whole of the Association’s work, aiming as it does to 
promote high standards of practice, awareness of which must react 
favourably, can in a sense be regarded as public relations, something 
more is needed. There should, and now will be, a conscious and 
well-directed effort to put over the case for advertising, and to tell 
its story, so that public opinion, bemused by popular novelists 
and by carping politicians, can be brought to understand its 
beneficial functions in social and economic life. 

There are obstacles and prejudices, some of them within the 
business itself, to overcome, and results will not be immediately 
apparent, but with perseverance it should be possible to gain for 
advertising a much greater measure of acceptance and appreciation. 


@ Change of subscriber's address: Please inform the publisherg three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include presen: address in full as well as new address. 


rise 
Sriginaliy and 
Oe daicient Ser 


TEMPLE BAR 248 e 112, HIGH HOLBORN. W.C. 


DecemBer 6, 1951 


To-morrow’s Topics 


Farming policy may 
help paper trade 


Hore of the paper trade is 
that the Government will 
pursue its policy of giving the 
farmers a helping hand by 
encouraging the production of 
high-grade pulp from home- 
grown straw. 

For the manufacture of high- 
grade pulp, it would be essential 
to mix a reasonable proportion 
of imported wood pulp with the 
pulp produced from straw. 

There is reason to think that 
large quantities of Canadian 
and American pulp could be 
obtained next year at prices 
below those prevailing in Europe, 
subject, of course, to import 
licences being obtained and the 
necessary dollars made available. 

Here. considerations of farm- 
ing policy link with the wider 
aspects of development within 
the Commonwealth. Some sup- 
porters of the Government will 
urge strongly that the rich poten- 
tial of Canada should be devel- 
oped by capital from the United 
Kingdom rather than from Wall 
Street. They can be expected to 
press that the Board of Trade 
should reach an agreement with 
Canada for the further develop- 
ment of its pulp making industry. 


~_— ~~ #3 om 


Announcement that the B.B.C's 
Charter will be renewed only for 
the first six months of 1952 lends 
added credence to the forecast 
that commercial sound and T.V. 
programmes will find official 
favour. Private firms may be 
allowed spot announcements 
before and after certain pro- 
grammes for which they have met 
production costs. 


Showing the flag 
in unison 


EW idea to enable small 

manufacturers to exhibit .at 
international trade fairs will be 
tried out next year. 

A sales promotion organisation 
recently formed in London will 
offer export facilities to small and 
medium-size manufacturers on a 
profit sharing basis. 

The idea is to arrange compo- 
site stands representing a group 
of ten to twelve manufacturers 
and making a “Corner of Britain” 


amid the Continental and foreign 
exhibits. Products will be care- 
fully chosen, each with a separate 
appeal and non-competing with 
the others on the stand. 

Thus, goods with different 
price levels may be shown 
together to offer a full range of 
British workmanship. 


Drastic action is likely against 
traders who persist in misusing 
silk terms in retail advertising. 
The Retail Trading-Standards 
Association, though gratified at 
the very considerable publicity 
given to recent prosecutions for 
the false use of silk descriptions, 
still feels that a few traders believe 
they can, with impunity, describe 
rayon or cotton goods as “silk 
poplin,” “tie silk” or jersey 
silk.” 


meee 


Self-service dress shop 


development 


Speen and dress shops will 
watch with interest the pro- 
gress of the first women’s self- 
service dress shop to be opened 
in Britain. 

This American style venture, 
started by Peter Robinson Limited 
at Cheltenham, also offers dis- 
count of 7 per cent on every 
purchase, which is what the store 
estimates, jt saves in wages. All 
the staff needed now are one 
supervisor, a packer, a cashier 
and an assistant to hang up the 
clothes after they had been tried 
on by customers. 

Clothing is graded in sizes and 
hung on racks. Each garment 
has a price label. 

Already indications at Chelten- 
ham are that buying dresses on 
the self-service system appeals 
Most to women shoppers below 
the age of 40. 


wen See 


Packaging experts will watch 
with interest for the development 
of an American-proposed substi- 
tute for tinplate. The idea is that 
aluminium should be used as the 
outside of a sandwich with a 
filling of plastic or steel. The 
American aim is to reduce the use 
of tin which, they say, is £100 a 
ton dearer than it should be, 
despite recent falls from the £600 
peak price. British experts are 
sceptical of the substitute. They 
suggest it would cost more with- 
out having the advantages of 


tinplate. 
ROUND TABLE 
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Mrs. Brown is 45, has 4 children of school age; her husband earns £10 a 
week as a shop foreman. Has her hands pretty full, and no time for 


reading, but as buses and vans run in the streets where she shops 


she sees the sites 


and takes in what's on them. 


* Over 1,000,000 owned by British Transport 


Every day millions of people of every age, every income group and every occupation 

see some of these one million sites—on buses, trains, stations, vans and elsewhere 

They may not all be travellers but, somewhere, somehow, sometime they see the 

sites. Have YOU introduced yourself to these people told them what you make 
why it’s good where to get it? If not, ring up or write— 

The Commercial Advertisement Officer, BRITISH TRANSPORT COMMISSION 

Cranbourn Chambers, Leicester Sq. Station, London, W C 2. Phone: Temple Bar 3490 
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REVIEW OF ADVERTISING 


THREE GEMS FROM 


COPY TASTER’S 


PRIVATE COLLECTION 


S this looks like being the 

last of these columns 
before Christmas | propose to 
give vou a treat. 


There is said to be in 
America a book containing the 
hundred best advertisements 
ever published, and if this 
means the most effective rather 
than the most admired adver- 
tisements, it must be worth its 
weight in coal. The only 
anthology of advertisements 
that | can remember being 
published over here was merely 
an exhibition of mannered 
writing—some of it excellent 
and some fantastically  self- 


conscious—that the compilers 
happened to admire. 

In my own quiet way over the 
years |, also, seem to have 
collected some dozens of pieces 
of copy that I practically liked. 
Some of it | know to have been 
outstandingly successful, and the 
rest seems to me to be so enjoy- 
able to read that it was worth 
keeping (for its own sake. For 
my Christmas treat, therefore, | 
have picked out a few examples. 

Stuart Menzies’ copy for Fort- 
num & Mason always seemed to 
be head and shoulders above all 
other humorous advertising 
simply because Menzies never 
took his eye off the ball. Any 
fool or court jester can write a 
few funny paragraphs about the 


for the Heart of Kent- 


SOUTH EASTERN 


ALETT 


HEAD OFFICE - - MAIDSTONE 
LONDON - 680 FLEET STREET 


E 


weather or topical 
events and then 
drag in the adver- 
tiser’s product at 
the end, but every 
line in the Fortnum 
& Mason copy 
either contributed 
to the general pic- 
ture of the store as 
a rather charming 
annexe of the 
House of Lords or 
whetted the 


It's grand! It's my admiration! 
It's sandwiches for a sation! It's s 
kiss for me, it's my private Saturday 
spree! It's a feast of flavour, » band- 
some favour, it's jubilee’ It's choice’ 
Its the @hote domumoe' I'm voicing 
the world's opinion! It's a prize of a 
size to make your eyes dilate! I'm 
rather fond of Nestle's Chocolate. 


readers appetite 
for a_ particular 
line. Here is an example. 

For long years our growers 
strove to produce asparagus 
large and tender enough to 
satisfy our ambition. 

At last we offered Mr. 
H. G. Wells fabulous sums for 
one small packet of his food of 
the gods, which is well known 
to have remarkable properties 
in that direction. 

From that day to this our 
asparagus has known no equal. 


We do not cut it. We fell it. 
Enormous shoots. White as a 


debutante’s shoulders. Tender 
as the flesh of peaches. Cool 
as anemones in a fairy grotto. 
The freshness of its flavour is 
the freshness of dawn. We say, 
“Take our asparagus and let 
our reputation stand or fall by 
your judgment of this single 
dish.” Then we turn aside, 
grave. sublimely confident, 
awaiting your verdict. 
Someone was telling me the 
other day that young people now- 
adays would be comoletely un- 
affected by this kind of thing. 
The exaggeration would puzzle 
instead of please them, and the 
fanciful similes would provoke 
not even the most fleeting smile. 
If that is true. so much the worse 
for them. When the Comment- 
aries began to appear in the early 
“twenties their effect in the store 
was electrifying—and I can think 


| of two other stores (not dealing 


in provisions) that have success- 


| fully used them as a model ever 


since. 
* * 
THE ADVERTISEMENT with the 


| headline. “They Grinned When 


\ 


the Waiter Spoke to Me in 
French—but their laughter 
changed to amazement at my 
reply” was first published for 
Hugo's Language Institute in 


Parody on a once popular song. 

To write parodies well is prob- 

ably a great deal harder than it 
ooks, 


about 1923 or 1924, and | met 
someone recently who said he 
had seen it again in an American 
magazine within the last two or 
three years. 

In a space of roughly 16 inches 
across four columns it has well 
over a thousand words of copy, 
which should be startling news 
for many an art director—yes, 
and advertiser too—who says 
off-hand that any copy containing 
more than about 75 words is 
ridiculously long. 

The advertisement is very well 
written in story form, as you will 
see from this extract: 

There was a pause. All eyes 
were on me. I hesitated—pro- 
longed the suspense as long as 
possible. Then in perfect 
French | said to the writer: 
“Oui. Donnez moi du jambon 
aux oeufs brouilles—jambon 
de Virginie.” 

The effect on my friends was 


tremendous: The laughter 
stopped, There were gasps of 
amazement. In order to 


heighten the effect, | continued 
for several minutes to converse 
in French with the waiter. I! 
asked him all sorts of questions 
—what part of France he was 
PO. «<> 
When I finally let the waiter 
go, everybody started firing 
excited questions at me... . 
This is one of my favourite ad- 
vertisements. It must have seemed 
amazingly daring at the time it 
was first published. and the weird 
thing is that the advertiser is said 
to have never succeeded in find- 
ing a successful variation of it. 
For a long time I had one of the 
attemptsa scene of a woman in 
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“....IT have a solid bulwark 
behind me ladies and gentlemen, 
upon which I shall stand 
undaunted and undismayed, 
foursquare and with a stiff 


upper lip” 


Information regarding Local Government may 
not concern YOU, but many manufacturers 
are very interested. 


Dinca lleteal 
Comming Vouvines 
gives just these facts, together with more than 


16,000 


other items of marketing information for 
70 Towns and Districts. 


Don't forget to refer to 
your copy when you 
are planning or 
considering a campaign! 


NORTHCLIFFE NEWSPAPERS 
ss SROUP LTD 


R. H. Penney, Advertisement Director : 
Carmelite House, London, £.C.4. Telephone: Central 6000 
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REVIEW OF The secret 
ADVERTISING 
BY COPYTASTER 


Steet 


of phenoltraemenatebullincyilicate } 


revedled at last! 


“REVOLUTIONARY | 
MATERIAL READY 
WITHIN 
YEARS" oy Prjesor Oo 


TWO 


ot am 
en 


a Paris restaurant with the head- 
line, “Madame voudrait de la 
sauce aux champignons?” but 
the attention-getting trick of a 
headline in French evidently 
didn’t balance the loss of realism. 
A reader could imagine himself 
at a little French-speaking restau- 
rant in New York with a crowd 
of leg-pulling friends, perhaps, 
but could not picture himself in 
Paris. 

But perhaps che weirdest thing 
of all about Hugo's advertisement 
is that a teacher of music by 
correspondence adapted the whole 
thing to his own purpose with the 
headline, “They Laughed When 
I Sat Down at the Piano” and 
was reputed to have been even 
more wildly successful with it 
than Hugo’s. Finally, I saw the 
formula again some years before 
the war in an advertisement for 
either a carving knife and fork 
or a book of carving lessons: 
“My wife gasped when I prepared 
to carve the turkey.” Whether 
this too was a success I cannot 
say. 

* * * 


Is IT DIFFICULT to write 
parodies? I have never tried, but I 
suspect that to do it really well 
is a great deal harder than it 
looks. Anyhow the effort for 
Nestlé’s (page 484) chocolate 
appealed to me very much when 
it appeared a year or two before 
the war, and you may like to see 
if you remember the song on 
which it was based. 

I am desolated that I cannot 
find the advertisement that is 
said to have held the readership- 
test record for several years in 
the United States. but I can 
remember the headline all right. 
It was in 144-point type, and with 
simple dignity it asked: “Do you 
burp?” 

* * * 


YOU WILL HAVE surely noticed 
that all the copy I have been 
quoting here is entertaining or 
interesting in its own right. Even 


“The wit is of school magazine 

rather than “Punch,” but in a 

technical magazine it must have 

struck readers like a breeze of 
fresh air.” 


if you already spoke fluent 
French you would find the Hugo’s 
advertisement interesting and 
mildly exciting, and even if you 
had an _ asparagus-allergy you 
could enjoy the fun of Fortnum 
& Mason's copy. Indeed, Bernard 
Shaw once wrote in a letter to 
Harrod’s which was published in 
full-page advertisements here and 
in America that many + a 
collected Fortnum & ason 
commentaries as avidly as old 
masters. 

* * * 


HARD-BOILED knock-em-down 
and drag-‘em-out copywriters 
who can never create a campaign 
without discovering that a good 
old product we have known for 
years has all the time contained 
double-bubble, or activated foam, 
or some such nonsense, often 
sneer at the very idea of wasting 
a couple of lines or a quarter of 
an hour on making their copy a 
pleasure to read. Perhaps they 
are right, but when St. Peter tells 
me to stand at attention and keep 
my thumbs where the seam of 
my trousers used to be, I would 
far rather tell him that I sold a 
hundred gross of chocolate bars 
by making people smile than that 
1 stampeded ten thousand women 
into believing that there is some- 
thing whiter than white. 

For that reason I commend to 
your attention a bit of tomfoolery 
(above) by East Anglia Plastics 
Ltd. The wit is of schoo] maga- 
zine rather than Punch standard, 
but I can’t help thinking that in 
a technical magazine it must 
have struck readers like a breeze 
of fresh air even if it didn’t carry 
them off on a gale of laughter. 
Indeed I dare swear that it was 
the most noticed. most read and 
best remembered advertisement 
in that month’s issue. 


‘ \ Ab \ t. \ \ ¥ . Bi eo m 
ee RET i m 
ADVERTISER'S WEEKLY = oOo : : 
| AON y/ RR e 
| eS | ; 
i e-) s-J 2 B -¢ f- mE 
| :23\ cy FAR | —_ 
| rmx SANENENS eee — 
g | — oo . 
/ \ y) x) i — | ry, bn 2 . a 2 nes a 
ee e | e. By e perce ce “fl 
| —7} \ | . > =a 4 
ae =e Seeees| 
: ; 
i: 4 
| 
. = 
az | ‘ 
# SRE: 2 SOE ae <n 


DrcemBeR 6, 1951 


BUYING COMES EASY WHEN THE 
ILLUSTRATED LONDON NEWS 
HAS DONE THE SILENT SELLING 


If a campaign is to influence public opinion towards 
the aims and achievements of a great Industrial 


concern there is no British publication to surpass 


The ILLUSTRATED LONDON NEWS. 


On a cost and coverage basis The ILLUSTRATED 
LONDON NEWS justifies a high position on 
your media list, for the reason that, apart from 
the cost, you acquire home and world-wide prestige 
which cannot be assessed in terms of money. 


Your campaign will be stronger and more effective 
if you nominate the use of The ILLUSTRATED 
LONDON NEWS. Your announcements 
would keep uncommonly good company with 
advertisers whose products are known in every 


civilised country in the world. 


THERE IS NO SUBSTITUTE FOR THE 
WORLD-PENETRATION OF 


THE ILLUSTRATED LONDON NEWS, 
FIRST ann GREATEST ILLUSTRATED 


NEWSPAPER IN THE WORLD 


= 
| 
* 

 — — —————__ 


W. J. COWAN, Advertisement Manager, Ingram House, 195-198 Strand, London, W.C.2. Tel. TEMple Bar 5444 
MANCHESTER OFFICE : 55, Market Street Tel. Blackfriars 4109 
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Theres always a good harvest 
when you advertite in The Feld 


Your advertising message falls on good ground when it appears in THE FIELD. This 
journal is unique in the interest and respect it has earned among people who live in the country 
and those who would dearly like to do so. 

Every week this interest is sustained by articles and features dealing with farm and garden, 
country houses, open air sports, age old crafts and the finer shades of country living. There 
is something of interest to every country lover from the squire and his wife to the small holder, 
from the bailiff to the farmhand. 

The growing regard in which THE FIELD is held is shown by the remarkable growth in 
circulation. In two years the A.B.C. figures have risen by 33% and are expected to reach 40,000 
next year. - 

From January Ist, THE FIELD will have even more to offer—its size and editorial content 
are to be increased. 


This audience of influential and prosperous men and women is one you cannot afford 
to ignore. 


T H E F i E L D THE COUNTRY NEWSPAPER 
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IF YOU ADVERTISE PRODUCTS FROM WHISKY TO 


WIRE-NETTING, FROM FURS TO FERTILIZERS, YOU 


SHOULD HAVE A REGULAR PLACE IN THE FIELD 


Here are some of the products whose sales and 


sti benefiting from regular advertising in 
COLOUR prestige are ig eg 
NEW’ VA FULL THE FIELD: 
e SOLUS SPACES 


SHOES + PETROL + FERTILIZERS - CARS - WHISKY 


: ; BLANKETS - HAIRCREAM - SHEETS - TRACTORS 
From January Ist THE FIELD will ; 

CIGARETTES - MEN’S WEAR - SWEETS - FINE FURS 
carry half-page solus positions in full TOBACCO + MATTRESSES - TYRES « FABRICS - FINE 


colour. Such an advertisement gives WINES + FISHING TACKLE - GIN - RAINCOATS 


¥ 

your product an attraction quite out PERFUME - REFRIGERATORS - FURNISHINGS - SUIT- 
CASES + INSURANCE - LAWN MOWERS - BOOKS | 

BULBS - SHERRY - ROSE TREES - FASHIONS - SAUCES | 
GUNS - BISCUITS - CAR HIRE « GAS STOVES - UNDER- 
WEAR - GREENHOUSES - HAY AND GRAIN SHEDS 
limited number. So book early to be CAR BATTERIES - CHEMICALS - FOOD + TENNIS 


of proportion to the extra cost. 
These spaces will be very much in 


demand because there is only a 


certain you are included. COURTS - FRUIT TREES - SHRIMPS 


WOMEN MEN 
it’s surprising how many 32° 


women read THE FIELD 


Of all the readers’ queries and correspondence that 
come to THE FIELD office, 32° come from 
women. This is because, in the country, the 
interest of men and women are more closely allied 
than in the towns. Women read THE FIELD as 
closely as their menfolk. And they are the kind 
of women who can afford to buy what they see 
advertised. 


ADVERTISEMENT MANAGER H. CHAMPNEYS “The Field” 
Stratton Street, London, W.1. Telephone: GROsvenor 3592 _— Telegrams: FIELD NEWSPAPER, LONDON 
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New Quota Sampling Technique Uses 


Controls From Previous Random Survey 


ETHODS of quota 

sampling have practic 

ally stood still for the 
last 1S years and yet many 
experiments can and should be 
made to advance this research 
tool which is “quick, cheap, 
efficient and forms the back- 
bone of all our work. A new 
technique has now been devel- 
oped which overcomes many 
of the faults of the present 
methods. 

The essence of reliable quota 
sampling in consumer and 
opinion research lies in the cor- 
rect selection of controls and the 
manner in which they are used 
by investigators This pre- 
supposes that the universe has 
been clearly defined and the 
sampling blocks (ie. the towns 
and rural districts) properly 
selected after all necessary pre- 
liminary stratification by, say. 
regions and town Size. 

Four criteria govern, in my 
opinion, the selection of quota 
controls. Controls should only be 
elected if the statistical material 
available on their distribution ts 
adequate and reliable. Control 
data should be easily and accur- 
itely obtainable in the course of 
the interview. Controls should 
be correlated with the answers 
and examined to see that the 
interviewing routine gives) an 
equal chance of selection to all 
sections of the universe 

Three less important crit 
are that controls should, wherever 
possible, be standardised to ease 
both the statistical and .- inter 
viewing work, but this should not 
lead to the exclusion of addi- 
tional controls where necessary; 
that controls are more effectiv- 
when independent of one anothe 
and that attributes used as a basis 
for breakdowns of tables are best 
used as controls if their statistica 
distribution is known 

It is the practice 
samples in Great Britain to 
as their standard contr 
age, and some form of so 
income grade. In addit 
controls such as marita 
employment status or fan 5 
are used when thought of po 
tance to the survey. The various 
controls are often interlaced 
e.g. age within sex, the degrec 
of interlacing being varied w 
the size of the sample. 

None of the controls, other 
than sex, fully satisfies the criteria 


By R. W. GOLDSMITH, 


Research Manager. T. B. Browne Ltd. 


A snag with currently-used methods of quota sampling is that the controls commonly 

used—with the exception of sex—cannot be checked against known facts. The author 

outlines, in this shortened version of a paper he read to the ESOMAR conference at 

Tunbridge Wells, a new technique which establishes controls before the quota sampling by 
a random sample survey in which informants classify themselves in writing. 


outlined above, Furthermore, all 
difficulties previously noted are 
enhanced when controls are inter- 
laced. Present methods give no 
accurate !guidance of when to 
interlace controls and to what 
extent. 

Here js a new technique which, 
it is believed, fits the theoretical 
model almost perfectly while not 
affecting the cost of survey work 
to any extent, The method is still 
largely untried but a number of 
experiments are under way. 


Informants 
Classify Themselves 


On a large-scale consumer or 
opinion survey where the sample 
is selected by stratified random 
methods from address lists or by 
block sampling, informants are 
handed a card and asked to 
classify themselves by sex, age. 
personal income, income of head 
ot household, and occupation. in 
pre-designed codes. The pro- 
portions derived are then used to 
allocate quotas to interviewers in 
future quota samples. When a 
quota sample is taken the inter- 
viewer hands a card, identical to 
that used in the random survey. 
to the informant for the purpose 
of self-classification. He or she 
s then eliminated from the inter- 
viewer's quota on that basis. 

As long as the manner of in- 
terviewing is kept as identical as 
possible with the random survey, 
the results should satisfy the 
theoretical scheme previously 
laid down. 

One or two difficulties are, of 
course, bound to arise. In the 
nitial random = survey some 
veople will refuse to classify 
hemselves. An identical pro- 
portion of refusals will have to 
be found in the quota sample. 

It cannot be expected that in 
the random survey informants 
will classify themselves  truth- 
fully in every case by age. 
ncome or occupation. This, how- 

er, does not interfere with the 
cheme as a Similar proportion 
can be expected, in accordance 
with the laws of probability, to 
nisclassify themselves in the 


quota sample survey. The quotas 
allocated will in fact be part 
truth, part fiction, in similar pro- 
portions, in both the random and 
the quota sample survey. 

With the new technique, the 
entire process of classification 1s 
in a sense extraneous to the inter- 
view as it is done on a separaic 
card by the informants them- 
selves. There is no theoretical 
objection to starting the interview, 
after the purposes of the survey 
have been explained, with the 
completion of the classification 
card. This however, may put off 
a number of informants and lead 
to a rather higher refusal rate 
than is normal. The alternative 
is to hand the self-classifying 
card to the informant after the 
second or third question and to 
introduce it as necessary to the 
continuation of the interview 
Little time should, therefore, be 
wasted before the informant is 
correctly classified as falling or 
not falling within the required 
quota. 

It may be objected that the self- 
classified groups are not suitable 
for the analysis of results owing 
to the mis-statement factor. While 
this is a matter of experience 
rather than of dogma, there is 
nothing in the method which pre- 
vents the old method of inter- 
viewer assessment being used to 
form a basis for the analysis of 
tables. 

The technique provides par- 
ticular advantages in interlacing 
controls. From the random sur- 
vey the control data can be 
interlaced and random error mar- 
gins assigned to each subsidiary 
group. In the first instance, the 
quota samples will then be 
allocated without interlacing. 
Should it be found that, as a 
result, the interlacing of 
characteristics falls outside the 
random error margins previously 
assigned, controls can be fixed 
for these particular groups. 

A. self-classified control can 
only be used if data on it was ob- 
tained in the random survey. 

The method has two minor 
theoretical disadvantages which 


can, however, be moderated to 
seme extent in practice. 

In the random survey used as 
a basis for the quotas, refusals 
at the door or inability to con- 
tact pre-selected informants are 
of a different kind to refusals 
obtained in a quota sample sur- 
vey, e.g. the one person house- 
hold is notoriously difficult to 
find in the pre-selected sample. 
but presents no serious difficulties 
in the quota survey whefe infor- 
mants are contacted at work or in 
the street. Every effort should be 
made to have as low a percentage 
of refusals and “not ins” in the 
random survey as possible. 


Home 
Or Away 


A proportion of informants 
who during the random survey 
are asked to classify themselves 
at home would in the normal 
quota sample survey be asked to 
classify themselves in the street 
or at their place of work. This 
may produce a certain difference 
in self-classification as the infor- 
mant in his home surroundings 
may, for instance be less inclined 
to mis-state his income grade and 
more inclined to mis-state his 
occupation than if interviewed at 
work. As, however, the overall 
mjis-statement factor is in any 
case believed to be small, and as 
this further bias affects only part 
of those who give wrong infor- 
mation, the resulting error is not 
likely to be large. 

The idea of a completely 
identical performance, in the 
process of self-classification, at 
the time of the random survey 
and the quota sample survey is 
impossible; but then this pre- 
sumed ability to abstract from 
the circumstances at the time of 
the interview is basic to the 
whole theory and practice of in- 
terviewing and is relied on to be 
negligible. In the specific tech- 
nique proposed, namely handing 
the informant a card, the final 
error is likely to be less pro- 
nounced than if the questions 
were asked by the interviewer. 
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Advertise ne N1 typesetters 


feading...|...on points 


2h 
‘ 


wu Wi mimimimimim) ./rcists, Photographers 
yee 


> 


Riverretenaeel, Stereotypers 


TIME AND TIME AGAIN we have been told by advertising agency typographers and production 
executives that our advertisement typesetting leads in quality, general savoir faire, accurate 
rendering of rigid typographical instructions and craftsmanlike interpretations of those 


instructions which are elastic. We shall continue to do all we can to merit these bouquets 


and, indeed, shall not be content to rest on such laurels. Gee & Watson typesetting combines 
with the Gee & Watson process service of old-established repute and with the reliable, modern 


G & W foundry to provide an all-in service which worthily translates campaigns into metal. 


The extensive Gee & Watson art and photographic studios are at the command of those who like us 


to create advertising illustration as capably as we reproduce it. 


Gee & Watson 


r11 Shoe Lane London EC4, Telephone Central 6555, Eighteen lines. Northern Office at 4 Chapel \\ Manchester 2, Telephone Blackfriars 4660 
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The Story Of A Government Publicity Campaign ~- eneeeeen pen inated on 

April 13 at a Press conference 
held by the Minister of Local 
Government and Planning and 
the Minister of Works. Simul- 


How Britain Was Kept Tidy — Ssyecoscac. 


official Festival towns, advising 


e them of the displays available. 
This consisted of a symbol (pro- 

n estiva ear duced as a transfer for applica- 

: tion to litter bins, as a “sticker” 


for use im public vehicles, etc., 
and as a plastic disc for use in 


The litter problem was getting acute, and the Government wanted to show foreign the Royal Parks) and a poster in 
visitors Britain at its best. So a publicity campaign was started. The Central Office of both crown and double crown 
Information asked for co-operation from a number of interested bodies. This sizes carrying the message “Please 


find a bin or take your litter 


article describes how the Press, the transport concerns and the Festival authorities home.” The total cost of all this 

made use of special publicity material to get the litter into the bins. material was £1,060. In addition, 

special posters incorporating the 

symbol were produced by London 

MONG the many prob- authorities; transport authorities organisations made the campaign —— Executive for use in 

lems that faced the @d — voluntary organisations known to their members. uses and stations. ; 

Government early in 1951 was ought to be linked by a common The Central Office supplied on The quantities snpplied (on 
rove e B 1 we slogan, “Keep Britain Tidy.” request 557 copies of “Facts quest) are listed in the Table. 

the increasing amount of litter The general lines of the cam- about Litter” (a background Transfers and posters were sup- 


being left in public places. paign were explained to local paper prepared for editorial use), plied at the request of 14 of the 
Festival year seemed to authorities’ representatives and and 552 copies of “Keep Britain 28 Metropolitan boroughs. Distri- 
demand rather special measures cach Government department ‘Tidy in Festiva! Year” (an out- bution in Scotland was carried 
asked for co-operation in its field. line of the nature of the cam- out by the Scottish Information 
; = Thus, support was received from _— paign, intended for local authori- Office which arranged for the 
the Central Office of Informa- — guch organisations as the R.A.C., _ ties and other bodies) (Continued on page 496) 
tion was asked to organise a the A.A. ahd the Cyclists Touring 
publicity campaign, the object Club. The R.A.C. posted notices | 
being to arouse some feeling  '" all their county offices request- Stickers | __ Transfers | Posters 

“ . ing the support of members and 


to counteract this nuisance. So 


of pride in the public and to : ‘ . London boroughs, etc 100 | 5,818 | 2.636 
seaaienaden ik ie diadeat tntaion other motorists. The Cyclists Other towns and boroughs — 31,502 | 13,297 
sir ae agg ele ee Touring Club addressed a similar _U-D. councils Be — “ane 
visitors British towns and ue ners 2 N Snsecrd gy ~~ seceullll — 4 " 0 
appeal to members in the May — Scottish Office — 3,000 | 

country at their best. issue of their Gazette. A number _ Festival of Britain and miscellaneous 1,227 1,312 277 

It was decided that efforts in of commercial concerns were Totals 60,975 | 50,974 | 20,574 
all parts of the country by local interested and the advertising 


(HikIsTIAN FERAL 


Gets Results Because its Readers Believe in it! 
NO INCREASE IN RATES SINCE 1947 


NO INCREASE IN PRICE SINCE 1948 


NO DROP IN READERSHIP! 


THE CHRISTIAN HERALD COMPANY LIMITED 


6 TUDOR STREET, LONDON, E.C.4. Telephone: CENTRAL 3624 
eo 


OR, 4 WESTERN ESPLANADE, PORTSLADE, BRIGHTON, SUSSEX 
Telephone: HOVE 47288/9 


2 1c 7 ae ee “se: Se 7 > ,* a ee 4. Pree ¥ 

‘ r 4 4 7 a ie i) 

+f ‘ 5 ay ell 
i 2 
Aa Se OS LE CE LN CRG LES FE FO | Ce tt ET ie 
oe . 
he : 
“ SSC a 
cy “ei 
| Me | 
be 
Pi 
: I | 
gat. 
4 - 
eS 7g 
fl , 
: in 
ns 
; 
aie 
. Rd, 
| 
t ie 
! 
: ei 
a 
ae : 
“1 - —— - 4 
Se Be 
bs * 
* 
* : 3 
+ 
= 
oa 
r ; 
re 
we ‘ 
*- . 
c ————=—====<=<=#{H#H""=[{"_={[Ra=ma[ja_y_w»eEE_aa=i=K{={_j[a_=[{aananoa9nanananananaana=—K—e——=—_—_—_=—=_=_=—=—_—=_==-—S> 
a —TTTTTTTTTTTeeq*qeoOqQqQOONB0 Se OrrrrwrrwrwwoOoOow—n—Oee—SSSSsSSsSs 
nooo” 
7 —e—e—ee——lle——————————OOOOOOacawawaw@waa@a@a@ananauauqy ee SS 
- ————$—$—$—[—_—————————EaEaEeaeEeEeEeEeEeeeeeeeeee——eeeeeeeeeeeaeaeeee___________ 
£ . 
4 a 
| ee rf 
eee - 

- —E=EEyyyyyyyeeeeaeaeauaeaeee————E—E—EeEEEEEEE 
eee eee ee 
eS 
OSES — — —  ————E—E—E—E—EeEeeEeE—E—E—EE—————Ee 
TT ee=eeEe"O=OOXOOOOO————_ arr . 

. ee } 
rr . 
Ol 13 
all —————— ¥ 
7 ————_——eeeaaaaaa———— 
—aoaoaoaamaaaaoaaoaaaaoaeaeEeEeEoE———EE—E—Eeeeeee 
ma aA 
ye a 
hs TE eT es RRR 
yt Ce (meme a J 
“J 
EE — 
ee : 
. 


DecemBer 6, 1951 


"a 


a NEWYEAR | 
NUMBER | 


24 Jan. 1952 | 
\ 2 J ant 


me =o THE KEYSTONE OF 1952 ADVERTISING TO 
Z THE BUILDING TRADE 
Ce A Special issue covering the year’s design, construction & progress 


he New Year Number of The Arcuirect & 73rd New Year Number on January 24 will provide 


ic BuiLpING News contains an extensive review of | a comprehensive survey of the Industry’s activities for 
3 building over the previous twelve months, with a the whole of 1951. This is the sales opportunity of the 

Es wealth of information on design, materials and methods _year for suppliers of building materials, equipment and 
aoe of construction. It is the number which, above all,  services—an issue in which advertisements will have a 
; is kept and referred to again and again. long and effective life. Boox Your Space Now. 


Considerably enlarged and profusely illustrated, the Closing date for press January 10, 


Hhit 


VEW YEAR \UMBER PAV A@UR REQ javcany 24. 1952 


& BEILDING NEWS 


DORSET HOUSE, STAMFORD STREET, LONDON, SE! WATERLOO 3333 (60 LINES) 
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MH REMARKABLE RESULT FROM A 


494 


SINGLE 


Messrs. Patons & Baldwins 
Limited, spinners of Patons & 
Baldwins Wools, are the 
largest manufacturers of knit- 
ting wool in the world. They 
have a number of factories in 
this country, Tasmania and 
Canada. Their largest worsted 
spinning factory, occupying 
a 140-acre site, is at Darling- 
ton, County Durham. 


SIZE Io page thcing Edatorial) 
ure DWOOKS 


EFFECTIVE 


This firm placed, through 
Messrs. Osborne Peacock, 
Incorporated Practitioners in 
Advertising, of 47 Cannon 


PULLED 


Manchester and Glasgow, a 
half-page advertisement, on a 
composite page, facing a page 
of Editorial, in the **RADIO 


TIMES” issue dated 7th 
September 1951. 
This advertisement was 


keyed and carried a coupon. 
It offered a free book, ** Knit- 
ting to a Budget”’. 

The cost of the space was 
£1,700 and the total number 
of replies received, before the 


Street, London, E.C.4, and of 


DECEMBER 6, 1951 


INSERTION 


insertion of the next adver- 
tisement on October 19th, 
1951, was 102,294. 


The cost per reply works 
Out at 3.988d., say 4d. 


It is of interest to note that 
the advertisement appeared 
on page 10. The issue in 
question was published on 
Friday, 7th September 1951 
By next day (Saturday) 9,613 
replies were received. On 
Monday another 11,479 re- 
plies arrived, followed by 
16,839 on Tuesday, 13,226 
replies on Wednesday, 7,104 
on Thursday, 9,345 on Friday 
and 6,374 on Saturday (the 
1Sth of September), making 
a total of 73,980 replies for 
the current week! 


On Saturday, the 15th 
of September, the **RADIO 
TIMES”’ was presumably dis- 
carded as a new issue of the 
14th of September appeared, 
and yet 19,000 replies were 
received between 17th and 
21st September; 5,765 between 


pages Of invaluable knitting 
hints. This is the only book ] 
of its kind—and it’s yours 


In this 

20 page book : for a 1}d. stamp, the cost I 
of postage ! 

TLLUSTRATIONS os 


of 72 P & B designs 


FULL INSTRUCTIONS 
for 3 basic patterns 
SIX PAGES 

of knitting hints 


—— 


Fill in the labele 


coupon or write your name 


: ADDRESS... 


~ of plain paper and send with a 14d. stamp to: 
DEPT. 43, PATONS & BALDWINS LIMITED, 
GREAT WEST ROAD, BRENTFORD, MIDDLESEX 


PATONS & BALDWINS PRESENT A BOOK TO j 
MEET THE NEEDS OF THE MOMENT—AND IT’S FREES 


Thoroughly practical, this little book solves a pressing problem for all who dress on a 
: budget — by showing how to knit at reasonable cost attractive garments for men, women 
en \ and children. It gives full knitting instructions for three P & B classics—a smart 
jumper, a man’s pullover and a matinee coat. They're all easily knitted and each can 
be varied to suit your individual taste. In addition, the book illustrates 72 different 


P & B patterns of all kinds, designed to save money and includes six packed 
| 


WOOLS 


1 


tid STAMP 


AFFIX | 
| 
} 


HERE 


and address in BLOCK LETTERS on a piece | geniintceratansi 


L MMM GLOCK LETTERS PLEASE Noo Si 
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IN RADIO TIMES 


24th and 28th of September; 
2,149 replies between Ist 
October and Sth of October; 
and 919 replies between &th 
and 12th October. 481 replies 
arrived during the following 
week when the second adver- 
tisement started to pull. There 
was a slight delay in response 
to the second advertisement 
owing to the election, but we 
hear that the total volume of 
replies is satisfactory. Thus, 
the ‘‘life’’ of the first half- 
page, On a composite page, 
proved to be at least five weeks. 

The graph shown below 
illustrates the pulling power 
of the *“*‘RADIO TIMES” 
from day to day and the 
*‘life’’ of the advertisement. 


Here is another advertising 
practitioner who is timing his 
client’s insertions in accord- 
ance with the careful assess- 
ment of the ‘“‘life’’ of the 
**RADIO TIMES” — a skill 
which spells an economical 
and most effective expenditure 
of a given appropriation 
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BY PATONS & BALDWINS LIMITED 


ADIO TIMES 


Member of the Audit Bureau of Circulations 


FOR AOVERTISING WITH A 


STRONG PULL AND A 


LONG Putt 


All enquiries to; Head of Advertisement Department, B.B.C. Publications, Broadcasting House, Portland Place, London, W.1. 


EPLIES RECEIVED 


DURING PERIOD &th 
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@ The Durham coalfield is one 


of the biggest coalmining 
areas in the country. There 
are 118,988 miners all enjoy- 
ing better pay and better 
conditions here in this revo- 
lutionised industry. 


pis , 
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The population of County 
Durham is one of the most 
concentrated in the world 
The DURHAM COUNTY 
ADVERTISER Series covers 
1,417,455 men and women— 
potential buyers tor your 
product ! 


There are two new towns 
being built in the county 
Peterlee and Newton Ay- 
cliffe. Much is expected of 
these building experiments 
in this highly industrialised 
area. One thing is certain 
there will be a new market- 


for your goods ! 


At the University of Durham, 
there are 4,260 students 
These young men and women 
will leave the University to 
take over important jobs in 
the higher-income groups 
Here is potential spending 
power. 


RUSSELL CHAMBERS, MERRION STREET, 
LEEDS 2. 


If you want to sell your goods 


to Durham County— 


Advertise in 


DURHAM COUNTY 
ADVERTISER SERIES 


(NET SALE 57,73 


ERNEST LUMSDON 


167-170 FLEET STREET, LONDON, E.c.4 
Leeds Office 


Tel: LEEDS 24998. 


8 ABC) 


London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL 


NEWSPAPERS LTD. 
TEL: CENTRAL 3265. 
Manchester Office: 


MIDLAND BANK HOUSE, 26, CROSS STREET. 
MANCHESTER 2. Tel: BLACKFRIARS 3930. 
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HOW BRITAIN WAS KEPT TIDY 


(Continued from page 492) 


use of 3,000 transfers and 1,000 

posters jin Aberdeen, Dundee, 

Glasgow, and Edinburgh. 
Notable support was given by 

the Transport authorities. London 

Transport Executive used 53,600 

“stickers in public __ service 
vehicles and on station litter re- 
ceptacles, and exhibited posters on 
2,000 sites on its premises, in 
addition to the use of its own 
posters in tubes and ‘buses. The 
Railway Executive displayed 
posters on railway stations, and 
British Transport Commission 
used “stickers” and posters in 
‘buses operating in country ser- 
vices in the Festival towns of 
England and Wales. No charges 
were made for the display of the 
symbol or posters. 

During the first weeks of the 
South Bank Exhibition — the 
authorities were faced with a 

| serious problem. Pools were 
being filled with discarded ex- 
pendable containers, bottles, 
orange peel, etc.. and all terraces 
were covered with newspapers 
and remains of lunch parcels. 
Hundreds of bins were provided 
for the disposal of waste, but 
these were not being used to any 
great extent and often the bin 
itself was empty whilst piles of 
rubbish were deposited on the 


ground nearby 


The number of litter bins was 
then increased from 400 to 900, 
and attention was drawn to them 
by the “Keep Britain Tidy” sym- 
bol. Announcements were made 
over the public address system: a 
handbill drawing attention to the 
litter menace was handed to every 
adult in charge of organised 
parties; and later the anti-litter 
poster was displayed prominently 
throughout the site. These mea- 
sures had marked effect on the 
conduct of visitors, and the South 
Bank authorities later reported 
that they had reduced the amount 
of litter to negligible proportions. 

The Festival Gardens used the 
symbol, in combination with 
announcements over the public 
| address system, from the start an 
the litter problem was kept in 
check. The “stickers” were used 
not only on litter receptacles. but 
at points where people were 
likely to discard litter. At night, 
litter bins were illuminated. 


Good Press 
Coverage 


The Press conference was taken 
by the Minister of I ocal Govern- 
ment and Planning (Mr. Hugh 
Dalton), supported by _ the 
Minister of Works (Mr. R. R. 
Stokes), with G. Dodson Wells 
representing the London Trans- 
port Executive. and Sidney 
Garland representing the Waste 
Paper Recovery Association. 
Central Office regional Press 
officers gave provincia] news- 
papers assistance in obtaining 
local facts about the litter prob- 
lem from official sources 

Editorial publicity included 


This poster, produced by the 
C.O.1., was widely distributed 
during the period of the Festival. 


short notices in the Star and 
Evening Standard of April 13, 
and The Times, Daily Graphic, 
Daily Mirror, Daily Herald, News 
Chronicle, Daily Mail, Daily 
Telegraph, Manchester Guardian, 
Yorkshire Post and Birmingham 
Post of April 14. All reports 
except one featured the official 
slogan. The B.B.C. News 
Bulletin at 6 p.m. on April 13 
also gave an account of the pro- 
ceedings of the Press conference. 

Many provincial newspapers 
gave the campaign an excellent 
showing, with strong and lively 
appeals to local pride, and there 
were frequent references to local 
problems in the correspondence 
columns. 

At Easter, both Universal 
News and Gaumont British News 
drew attention to piles of litter 
left by holiday crowds. These 
newsreels were shown in 2,000 
cinemas throughout the country. 

Appeals to “Keep Britain Tidy” 
were included in the B.B.C. 
official announcements periods 
on March 22 and May 10, before 
the Easter and Whitsun holidays. 
References were made in a num- 
ber of feature programmes in- 
cluding Down Your Way and 
We Beg to Differ. 

B.B.C. Television used two 
trailers. “Broken Glass” and “A 
Day in the Country,” the former 
on August 3, the latter on August 
4 to 8 Background information 
on the litter problem was sup- 
plied on request to the producer 
of “Woman's Hour,” and as a 
result a picture showing the 
menace of broken glass was in- 
cluded in the Designed for 
Women programme on June 21. 

Apart from giving reports of 
action by local authorities and 
other bodies, the Press continued 
to feature the problem. 
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More than 150,000 men who 


mean Business read 


THE FINANCIAL TIMES 


-- 

- 

: 
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Industrial Advertising in 


THE FINANCIAL TIMES 


reaches Top Management certainly 


SIDNEY HENSCHEL - ADVERTISEMENT MANAGER ~- 72 COLEMAN ST LONDON EC2 © MONARCH 8833 
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Export Advertising 


the criticisms. 


N orgy of introspection 

followed last month's 
article, by a buyer of space, 
about the sellers of space. 

Now that the blushes have 
passed (and the faults 
remedied, one hopes) I begin 
to wonder if the accuser has 
cast out the beam from his own 
eve? 

He asks, is the art of space- 
selling quite dead? I say no 
provided we are given the chance 
of selling. In most countries the 
Mewsprint situation is a little 
happier than here, and there is 
Certainly space to be obtained 
fairly easily. So, certainly we are 
eager to sell, and, let me say at 
Once. We are eager to sell whether 
the space is placed through the 
London office or directly over- 


as 

The buyer has suggested that 
all representatives should be on 
a firm salary basis, and implies 
that those who are not are only 
interested in business placed over 
here Well. | am a London 
fepresentative of an overseas 
ublication and, as such, it is my 
job to place the facts and figures 
concerning my publication before 
the space-buyer, however he ulti 
mately places the order. 1am on 
the spot to answer any problems 
that may arise. Naturally it is 
disappointing if some business on 
which one has worked js placed 
focally rather than through the 
London office. but that is 
accepted as often inevitable. W 
have a working arrangement with 


our overseas office to give credit 
(if possible in dollars) where 
credit is due The question of 
commission or straight) salaries 
does not really arise, except that 
commission is 4 greater incentive 


to greater service! 
However the orders are placed 
there is nothing more aggravating 


than the buyer who ignores the 
London representative and goes 
either above his head or, un- 


known to him, contacts direct his 
overseas office 
which the 


The information 
representative 


Advertising and 
selling problems 
in Switzerland ? 


has in London, then, has to be 
sent from ,abroad. It is the 
seller's job’ to pass on this 
material, a job he can do, wishes 
to do and, in fact, is being paid 
to do. 

About calls on the 
space-buyer, I agree that since 
we are all busy people it is 
preferable to make an appoint- 
ment. But, having prepared for 
tnat appointment (and hoped that 
the space-buyer, too, has done 
$0) it is most galling to be kept 
waiting. Sometimes a delay is 
inevitable, I realise, but to be 
kept twenty minutes to half an 
hour is not Only Giscourteous but 
excessively inconvenient. It 
affects not only the seller who 
has many calls and spends the 
rest of the day trying to catch 
up on himself, but also rhe buyers 
in other agencies, for whose 
«ppointments your caller will be 
late and , People in glass 
houses 

Having coe an appointment 
we expect our case to be heard 
By this, | mean that we should 
have a chance to discuss the 
merits of the publication for any 
or one particular client. But may 
this discussion take place, if 
possible, sitting down in an office 


overseas 


A AUNOUGLTTPTTLIVAEYNNEHAUUEHHY HNN AANLULYAAAANAUNITHY 


Don’t ignore the London rep. 


Last month, a buyer of space in overseas publications went for the space sellers and set out 
some things they should do and some things they should not do. One of the accused answers 
The boot, now, is on the other foot: 


or reception room, and not stand- 
ing in a dark passage somewhere 
where the space-buyer listens 
impatiently and distractedly as 
various of the staff flit by in the 
shadows, and offers no construc- 
tive comments at all? In these 
cases we can hardly be blamed 
for thinking we have come to 
the wrong person. We try to 
be tolerably rational people and 
a sincere, frank talk on what is 
actually the policy of the client 
would clear up many misunder- 
standings and save everyone 
hours of time. Yet so often we 
meet the space-buyer who will 
put forward reason after reason 
for not using our publication, 
but rarely the correct one! 

We welcome discussions on all 
possible clients and would be 
happier if the space-buyers would 
take us more into their confi- 
dence. But (and this may not be 
the fault of the space-buyer) how 
many know the full story, how 
many can give us the true 
picture, and (this is their fault) 
if not in full command of the 
situation, how many will admit 
it? We want to place our publi- 
cation for consideration before 
those whom jt most concerns. If 
the space-buyer has no authority 
MUA WITT 


1 ALL 


It is his job to give you 


information about his journal. 


waiting. 


Give interviews in your office or in a reception room— 
not in a dark passage amid constant interruptions. 


Prepare for the interview, and don’t keep the seller 


If you do not have authority to select media, please tell 


us before we put our case to you. 


@ Why not let us sell to the client? 


You will have to 


sooner or later, if we don’t. 


@ Look at a copy of our paper occasionally. 
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space seller tells the buyers— 


HOW TO TREAT SPACE SELLERS 


to select media, we would appre- 
ciate his co-operation. It is no 
threat we make to go and see the 
client; we go with the permission 
of a co-operative space-buyer. It 
is no slight to him that we should 
see the client. It is assistance to 
him as well as to us. If he 
believes in our publication 
enough, he will have to sell it to 
the client—surely we can do that 
beiter. 

Information regarding our pub- 
lication, it seems, is only given 
grudgingly. That cannot be so, 
for we do not do our job grudg- 
ingly. But when information has 
been produced, I would ask the 
space-buyer to make use of it. 
It is prepared principally for the 
benefit of the overseas “space- 
buyer and is of more importance 
to him than to the buyer’ in the 
home market. He cannot be so 
familiar with the media or the 
market, as in all probability he 
has never even visited the country 
in which the campaign is being 
placed, and unless he has all 
information on all media he 
might just as well let his overseas 
associates do all the work and 
close down his department. 

The importance of the editorial 
policy of the publication cannot 
be underestimated. If given the 
chance, and again may we please 
have the chance, we like to 
explain it. But, if there is no 
language difficulty, could we not 
persuade the space-buyer to have 
a thorough look at the paper. 
If it is in an unfamiliar language. 
the space-seller must be relied 
upon to interpret. A thorough 
knowledge of the editorial con- 
tent can tell the thinking space- 
buyer as much about the type of 
reader as al] the statistics we can 
provide. That, coupled with a 
knowledge of distribution and 
rates, can tell the whole story. 

A final word or two. If the 
space-buyer prefers that we make 
appointments, then let him be 
sure that his secretary is not a 
barrier and that she will not try 


(Continued on page 502) 


... is the leading and largest adver- 
tising agency with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 

3 Av. Benjamin-Constant, Lausanne 
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ADVERTISER'S WEEKLY 


ADVERTISE IN 
TIME INTERNATIONAL 


THERE ARE 


‘iain 
os 


REASONS A YEAR 


. Why ‘TIME is the most important 
magazine in the world to the world’s 
most important people—the people 
who mean the most business for you. 

Kvery week, 52 times a year, in 
four separate editions, TIME Inter- 
national brings to busy, intelligent 
men and women everywhere (outside the 
U.S.A.) news they need to know 
in order to stay informed. 

Anywhere you go, everywhere you 
trade, notice how often people around 


you mention TIME. 


For information about TIME Atlantic, TIME Canadian, 
TIME Pacific and TIME. Latin American, please write to: 
Dean House, + Dean Street, London, W.1. 


Paris Office: 26 Rue de la Pepiniere; 

New York: 9 Rockefeller Plaza, New York 20; 
Zurich: Mythenquai 24; 

Tokyo: Meiji Seika Building, 2-Chome, Chuo-Ku. 
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IN DENMARK 
HJEMMET takes you Home 


If you wanted to make sure that your advertisement 
penetrated into every single home in Denmark, you would 
have to use a very large number of media, and the more 
media you added to your list, the more duplication you 
would pay for. 

Fortunately this is not necessary. Although wealth is 
divided reasonably evenly in Denmark, there are never- 
theless considerable variations in income and the 
opportunities for the sale of imported goods are poorest 
in the lower income brackets. By advertising in Hjemmet, 
Denmark's leading magazine, you will reach not a small 
snob audience but a high proportion of the solid middle- 
class public which has the means to buy imported products 
—well over a quarter of a million families representing a 
quarter of the country's entire population. 

For products of special appeal to women, our magazine 
ALT for Damerne (Everything for the Ladies) is the tops, 
with a net sale of 195,918 among women of the class you 
want to reach. 


HJEMMET 


Denmark's leading weekly. 
Exclusively represented in Great Britain by 


JOSHUA B. POWERS LTD 


14 Cockspur Street, London, S.W.1! 
Telephone: WHitehall 33056 — 3366/7. 


* 


* 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 


RAND DAILY MAIL 
SUNDAY EXPRESS 


HOME JOURNAL OF THE 
SUNDAY EXPRESS 


SUNDAY TIMES 


NEWSPAPERS LTD 


24 Holborn, London, E.C.|. Tel. HOLborn 4144 


* 


| Cover South Africa with... 


SOUTH AFRICAN WOMAN’S WEEKLY 


2 to ere. 


whip 
A 


| Film 


| for the foreign-made film. 


| average 


| and 
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How To Sponsor Films In 


5 Continental Countries 


By PAUL NUGAT 


OMPETITION is getting 
fiercer and fiercer on the 
Continent. In the face of the 
return of German products, 
and with increased production 
in other countries, British 
manufacturers and their Euro- 
pean sales agents must make 
use of all available media. One 
medium that has been much 
neglected is the cinema. 
Summarised below are some 
facts to indicate the scope and 
strength of cinema advertising in 
five countries: Switzerland, Den- 
mark, Holland, Sweden = and 
Germany. 


, SWITZERLAND 


Annually 36 million cinema 
tickets are bought by the 44 
million people. This is a purely 
adult audience; the law does not 
allow the admittance of children 
under 18, excépt to special per- 
formances. Advertising films are 
treated as part of the programme 
and are viewed in complete dark- 
ness. One film company, Central- 
Ltd, enjoys a_ virtual 
monopoly in screening rights. An 
advertising programme consists 
either of one film of 360 feet, or 
of two films of 180 feet each, 
usually the former. The 240 
regular cinemas in Switzerland 
are divided into three standard- 
ised circuits. One circuit has 70 


cinemas in 29 towns with a 
weekly seating capacity of 
675,000. Average cost of distri- 


bution per cinema per week is 
100 Swiss frs. and 60 Swiss frs. 
respectively for the Swiss-made 
film and 10 frs. and 5 frs, more 
The 
second circuit has 100 cinemas in 
91 towns with a weekly seating 
capacity of 210,000, where the 
distribution price is 
approximately half. For the third 
circuit, no details are available. 

Production costs in Switzerland 
average 10-14,000 frs. for 360 feet 
of black and white: 8-11,000 frs. 
for the 180-ft. Colour costs 
13-18,000 frs. for 360 feet: 10- 
14.000 frs. for the half length; 
these prices include the 
recording of French and German 
sound-tracks, but exclude the 
cost of prints. 


DENMARK 


Because 2! million out of 
Denmark's total population of 
just over 4 million is concentrated 
in towns, national advertising 
campaigns have been successfully 
carried out by using the medium 


of the cinema screen only. The 
normal procedure is for an adver- 
tising film to be shown for a 
fortnight in each of about 440 
cinemas. In 150 of these cinemas 
situated in towns of more than 
5,000 inhabitants, an advertiser 
can expect to reach 1,150,000 
persons. There is no continuous 
performance; a film programme 
Starts with 4 minutes of film 
slides, and is followed by adver- 
tising films of four distinct 
lengths. In either black and white 
or colour, they are 105, 125, 375, 
or 550 feet long. The total cost 
of their production (including 20 
copies) and their distribution in 
about 150 cinemas is 28,500 
Danish Kroner, 43,000 kr., 57,000 
kr., and 77,000 kr., respectively. 
The same lengths in colour cost 
about one-fifth more. 


HOLLAND 


Every year 634 million tickets 
are sold at the box-offices of 500 
cinemas, making an average of 
ten visits to the movies for each 
adult. Between 80 and 90 per 
cent of the production and distri- 
bution of advertising films is 
handled by one firm. They have 
established a _ circuit of 175 
cinemas with an annual attend- 
ance of nearly 40 million persons. 
Only one advertising film is 
shown in each cinema each week, 
and the minimum acceptable 
length is 150 feet, with the aver- 
age being 195 feet. For £1,500 
to £2,000, the sponsor is assured 
of national coverage. The actual 
price depends on the length of the 
film, the cinemas selected by the 
sponsor, and the number of weeks 
required to fulfil his distribution 
plan. 


SWEDEN 


This country with 7 million 
prosperous inhabitants is a cine- 
matic enigma. There are 2,484 
cinemas with a seating capacity of 
only 715,400 seats. Cinema ex- 
hibition is an jntimate business: 
Only 141 theatres have more than 
550 seats. 

Recent investigations have 
shown that the national audience 
frequency is 40 per cent. With 
a 100-foot film costing £114 per 
week, this weekly audience is 
reached at a per capita price of 
0-124d. The 200 foot film costs 
just double, and these are the 
two usual lengths for advertising 
films in the advertising film pro- 
gramme totalling 600 feet. and 


(Continued on page 502) 
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SPAPERS GIVE <S$e2cxce TO YOU 


As local as the village pump 


These Canadian daily newspapers have 

grown with their Provinces;they have fought 
for the developments which have made their 

| 


communities. In the business field they have 
contributed largely to the success of local merchants. 


The same Canadian newspapers can also help you. 
They possess information on strategic locations for 
retail stores; they can assist you in opening retail 
accounts; and what is even more important, these 
nine important newspapers can tell the Canadian 
buyer where to purchase your product by relating 
your national advertisement to the local retail outlet 
which brings the product to the consumer. 


Canada is a Growing Market 


In 1901, at the turn of the century, the Canadian 
cities in which these newspapers are published had a 
population of 740,000. In 1949 their combined 
population totalled over 3,200,000. Youcan share 
in this great and growing market by advertising in 
these nine Canadian newspapers. Find out how 
they can help you by writing to Samuel McIlwaine, 
17 Fleet Street, London, E. C. 4. 


These newspapers have a combined circulation 
reaching 986,000 Canadian families in nine 

strategic markets. The “readers per £” cost is almost 
12% cheaper than a London metropolitan 

newspaper of 978,000 circulation. 


Successful United Kingdom business firms now 
advertising in these Canadian newspapers: 

Aquascutum Raincoats Huntley & Palmer Biscuits 
Astral Refrigerators Nugget Shoe Polish 
Austin Cars Peek Frean Biscuits 
Tootal Fabrics Dettol Antiseptic 
Pyramid Handkerchiefs Hillman Minx Cars 
Eno’s Fruit Salts Andrews Liver Salts 
Kiwi Shoe Polish Rolls Razors 
Dento Dental Plate Cleaner Daks Trousers 
Lines Bros. Toys, Baby Gor-Ray Skirts 

Carriages, etc. Smith's Clocks 
Macleans Tooth Paste Lyle’s Syrup 
Ephazone Bronchial Wolsey Socks 

Remedy Vanguard Cars 
Morton Soup Mix Boots Cough Drops 


For further i i 
information, consult: SAMUEL McILWAINE, 17 FLEET STREET, LONDON, £.0.4 


TELEPHONE CENTRAL 1698 
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ADVERTISER'S WEPFRI 


The Majority of 


Standard 
Equipment 


@ ALLARD 
@ ALTA_ 


@ ALVIS 


@ ARMSTRONG ___ 


SIDDELEY 


@ ASTON MARTIN _ 


@ AUSTIN 
@ DAIMLER 
@ FRAZES-NASH 
@ HILLMAN 
@HRG 


@ HUMBER 


@ JAGUAR 
@ JENSEN 
@ LANCHESTER ____ 


@ LEA-FRANCIS 


WORLD’S 
4 MASTER 
TYRE 
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British Car Manufacturers 


we DUNLOP. 


vq 


~ ROSS 


ae 
Tig signtgrren 


emG - 
@ MORGAN it 
@ MORRIS - RILEY © ROVER © STANDARD « SUNBEAM-TALBOT - TRIUMPH - WOLSELEY 


ONE ball 


makes no ball-bearing..! 


One ad makes no campaign 
Good, “hard” ideas repeated and 
repeated again. are the best bal! 

bearings for business 


Allmanna Annonsbyran AB 


Stockholm = Sweden 
Cable address FX AAR 
Advertising nA. ah.” tek 


et A— 
A TOTYPE % of course 
= —————— * Senay 
GIANT ENLARGEMENTS 
up to 80 sq. ft. in one piece 


Brownlow 


The Autotype Co. Ltd, 
London, W.13 EALing 2691-2-3 


tH 186 


rlingske 
Tidende 


the leading doily 


Exclusively represented by 


JOSHUA B. POWERS LTD. 


14 Cockspur Street, London, 5.W.1 


RETOUCHING 


in first class style 


@ HALF TONE 


eCOLOUR 
@LINE WORK 
eSCRAPER 


CENTRAL 


3642 


HOWARD CHILD &¢CO-LTD 


113 EDMUND ST: BIRMINGHAM: 3 


How To Sponsor Films On The Continent—continued. 


DrcemMBerR 6, 195] 


shown at the beginning of each 
performance Shows are non- 
continuous, last two hours. 


GERMANY 


The 50 million in Western 
Germany have 4.390 cinemas in 
which the advertising film is 
effectively used. These cinemas 
have been classified into — six 
groups, according to their loca- 
tion and their clientele. With 
14,700,000 persons attending 
cinemas each week. 45 per cent 
of the total seating Capacity is 


taken up. The average distribu- 
tion price of a 75 foot, 150 foot, 
and 225 foot advertising film per 
cinema per week is 50, 95, and 
135 Marks The normal pro- 
cedure for the advertiser is to 
furnish the German production 
and distribution company with 
details of his product and of the 
consumer market to be reached 
With this information, an effec 
tive cinema campaign can be 
planned to make the best use of 


the total sum of money to be 
invested. 
* * 7 


Finally, some facts and hints 
applicable to all these countries 
The style of advertising films 
on the Continent is somewhat 
different from our own. Humour 
is less appreciated. On the other 


hand, there are no limitations on 
the number of times the name 
of a product is “plugged.” A 
film for a British product, when 
made by a Continental! film com- 
pany, is often warmly welcomed. 
because it may very well be the 
only item in the programme. 
which has been “home-produced. * 
(National pride finds unusual 
channels!) This should not be 
taken as meaning that a British- 
made advertising film cannot find 
a distribution outlet 

In Britain, the sponsor of an 
advertising film owns the copy- 
right. He can do what he likes 
with it. On the Continent the 
producer owns the film’s copy- 
right, so that to exploit the film 
in another country, the sponsor 
must purchase the royalties from 
the producer, 

There is, however, a move 
afoot to effect an interchange. 
whereby the screen space owned 
exclusively by one company 
would be put at the disposal of 
other film companies with similar 
facilities to offer in their own 
countries. 

Film advertising on the Con 
tinent has made tremendous 
strides since the war. The export 
battle will not be won without 
using this channel to maintain 
and improve our trade position 
n these territories 


HOW TO TREAT SPACE SELLERS 


(Continued from page 498) 


| every dodge to protect the buyer 


from the deadly approach of the 
space-seller—-for why on earth 
should she? With advertising 
tianagers this is understandable 
-they employ an agency. But 
the agency employs an overseas 
department which should contain 
the experts, who should remain 
experts and see everyone who can 
give them information on over- 
seas media 

Finally, a word on behalf of 
my secretary: she does know the 
rates, she does know the circula- 
tion, and if she does not know 
where I am it is (and I apologise) 
entirely my fault. Also, I know 
1 should ring up personally if I 
want to make an appointment but 
just occasionally it is impossible 
So if she rings through please 


| don't be downright rude to her. 


I almost forgot—would over- 
seas space-buyers brush up their 
geography? 


* * * 


A COMMENT on _iast 

month’s article was also 
received from E. J. Blandford, 
publications manager, Engineer- 
ing Institute of Canada. Here 
are some of the points he 
makes about space selling con- 
ditions in Canada: 

In Canada there is a close 
association between advertiser. 
advertising agency and advertis- 
ing space salesman. While the 
space salesman normally calls on 
the agency, in most cases he also 
maintains contact with the client. 


In fact the advertising managers 
of most Canadian companies 
would feel that they were being 
neglected if they did not receive 
an occasional visit from represen 
tatives of the publications in 
which they are advertising. 

It is the usual practice for 
Canadian publishers to pay rep- 
resentatives, except staff mem- 
bers, on a commission basis. This 
is considered to be the best means 
of developing initiative. Even 
the salaried staff are paid a bonus 
On business in excess of their 
quota. The average overseas 
representative of a Canadian pub- 
lication is a sales representative 
only. He is expected to sell space 
and to service the account, but 
all matters pertaining to copy, 
blocks, proofs, etc., in Canada are 
dealt with between the publisher 
and the agent or advertiser 

Most Canadian publishers sup- 
ply their space salesmen with 
complete details on the circula- 
tion of their publications, and 
these details are prepared jn such 
a manner that the occupation 
and geographical position of all 
readers may be compared with 
that of competitive publications. 

I have recently completed a 
tour of Britain. Throughout ! 
was accompanied by our British 
advertising representative. The 
primary objective of my visit was 
to bring his knowledge of Canada 
and its market up to date, so 
that he will be in a position to 
disseminate factual information. 
I intend to make an annual visit 
of this type. 
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When they made their welcome appearances " The TATLER | / @) C2 


in 1951, THE TATLER’s special numbers went 0.P. 


, Early Spring No. 
in a matter of hours! The covers of these | March 12 


; ' SPRING Number 
four numbers are pictured alongside . . . © April 23 


They carried the announcements. of 186 well- 


known advertisers whose judgment and 


4 Holiday Number 
whose advertising counsel foresaw in them a May 7 


ree SUMMER Number 
sure way of reaching Britain’s biggest spenders. : June 11 


THERE IS NOTHING EXPERIMENTAL Jie Samexy [9 5 2 
nm 
ABOUT THE TATLER. The special num- , ee 


AUTUMN Number 
September 17 


They will have gay coloured covers. Adver- "jesus me = Motor Show Number 
; . October 22 


tising and editorial will be complementary. 


bers planned for 1952 are listed alongside. 


Bookings are already heavy, but a tentative 3m - oie 


P . . 4 , Winter Sports No. 
reservation now will ensure your place in 7 
é Pn November 12 


CHRISTMAS SHOPPING 
Number December 3 


Christmas Number 
Mid-November 


these distinguished gatherings of advertisers. 


The Tatler sells . . . that’s why they use it. 


W. T. CARPENTER, ADVERTISEMENT MANAGER, INGRAM HOUSE, STRAND, LONDON, W.C.2. (TEMPLE BAR 5444) 
MANCHESTER: ¢5, MARKET STREET (MANCHESTER, BLACKFRIARS 4109). 
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Commercial Art and Photography 


504 


Scraperboard Drawing Makes Line Block 
But Retains ‘Life’ Of Photograph 


ALF-TONES do not re- 

produce particularly well 
on newsprint. Although the 
papers themselves continue to 
use photographs, comparison 
of a photograph with a line 
drawing shows at once the lack 
of definition on coarse-screen 
half-tones. From the adver- 
tiser’s point of view, this kills 
the appeal of the product 
illustrated. 

Line drawings, equally, have 
some intrinsic drawbacks: The 
life and depth of a subject can 
not often be conveyed by this 
medium 


Scraperboard drawings, re 


produced by the normal line 
block method but retaining the 
depth and realism of the photo 
graph have been found by several 
advertising agencies to solve the 


difficulty. An additional advan- 
tage of this type of presentation is 
that attention can be focused on 
any part of the illustration by 
varying the scraper technique to 
give bolder, blacker lines on the 
essential portions. 

The versatility of this method 
of illustration can be gauged 
from examples that have recently 
appeared in advertisements: A 
picture of a girl wearing a veil, 
used by Solidox. Eugene em- 
ployed a scrapzrboard drawing 
to show the back view of a 
woman's head. British Celanese. 
in a drawing-of a man down to 
the waist, accentuated the shirt. 
lightly sketched in head, arms 
and trouser tops. 

These examples are among a 
large number used to illustrate 
a new book* by C. W. Bacon, 
one of the foremost of a small 
band of scraperboard artists 
working in this country. In this 


CLUEZZ 


BIRMINGHAM - 


book, Mr. Bacon describes from 
first principles, the technique and 
practice of scraperboard drawing. 
assuming on ‘the part of the 
student only an ability to express 
himself by putting ideas on paper 
in graphic form. 

Scraperboard, or scratchboard, 
he says, is a while clay-surfaced 
card on which a drawing can be 
made with Indian ink or any 
other suitable medium. When 
the ink is dry the surface of the 
drawing can be cut with a knife 
Or any suitable instrument. A 
white cut is obtained on a black 
surface and this, says the author, 
is the basis of the process. 

The cutting tools suitable and 
the types of board available are 
described, and then the book 
describes in detail, by reference 
to three actua! examples, the 
methods to be adopted. 

The first step is a pencil draw- 
ing of the proposed design. A 


PRIESTLEY STUDIOS LIMITED 
LONDON - GLOUCESTER + CARDIFF 


TRAfalgar 4277-8 


Gloucester 22281-4 


Midland 0528 


MANCHESTER 


Blackfriars 3851 
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decision should be made at this 
Stage as to the placing of tones 
and masses. Next, jt is necessary 
to choose the board; if the major 
portion of the design is to be 
covered with tones, black-surface 
board may be used. If there are 
large areas of white, time will be 
saved in cutting if the design is 
transferred to the plain white 
surface and the areas to be cut 
inked jn. 

The main features of the design 
should then be traced on to the 
scraperboard, and boundaries of 
any areas of tone it has been 
decided to include should be 
marked, The areas which are to 
have tone are filled in with water- 
proof indian ink applied with a 
brush. When this ink is dry all 
main areas and objects are out- 
lined with a priat trimmer, and 
cutting proper starts in parallel 
lines along the plain of surfaces. 
The tone can be lightened by 
moving the lines wider apart. A 
grey tone is obtained by a multi- 
plicity of fine white lines on the 
black surface; ‘o lighten this 
further more white lines must be 
put in or those already there 
must be thickened. If the draw- 
ing ts to be printed on good paper 
further lightening can be obtained 
by cutting through the black lines, 
but such cross-hatching 1s not ad- 
vised if the drawing is to be re- 
produced on newsprint. ° 


*Scraperboard Drawing by C. W 
Bacon. (The Studio Ltd., 21s.) 


EXHIBITION STANDS 
DISPLAY 
“SCREEN PRINTING 


(* SPRINT) 


Cardiff 2012 
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The Case of the Four Wise Daisies 


Four little daisies (the kind you try to keep out of your 
lawn, yet are somehow pleased to see) once got tired 
of being known by nobody. They wanted to be news. 
They wanted to make The Countryman. So they put 
their stalks together and they put their heads together, 
and the result was startling —“ Four daisies in one!” 
said the Editor of The Countryman, and sent his best 
photographer. “‘ Fancy that!” said the 730,000 readers 
of The Countryman, waving 73,000 copies in the air. 


Of course there’s magic in the number FOUR. 
Four-leaved clover .. . four heads better than one’... 
The Countryman comes out four times a year. . . The 
Countryman has four times as many readers today 
as it had in 1938... . though you don’t have to deal 
in fours to get a good place among its advertisements, 
a whole page in every issue costs only £400, and you 
mustn’t be surprised if you get four times as many 
enquiries as you thought possible. 


The Countryman 


Now in its twenty-fourth year,‘ The Countryman’ is selling 73,000 copies per issue and the subscriber-demand steadily increases. 
There is scarcely a human need that cannot be successfully made known to discriminating people through its advertisement pages. 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘THE COUNTRYMAN’ to BOUVERIE STREET, LONDON, E.C.4. "Phone; CENTRAL 9161. 
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DELIVERY SERVICE 
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FLUORESCENT COLOURS 
ARE REQUIRED 


Screen and Water Soluble 
Brush types available 


Ideal for Outside and Indoor Display. 


Shade 


POLAND 
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irds, prices, etc., enquire :— 
CHEKMIAN SILKS LTD 


STREET, MANCHESTER, 4 
Phone: Collyhurst 2565 
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| PHOTOGRAPHY IN ADVERTISING 
| 


Photographer Accuses: Advertising 
Agents Are Scared Stiff 
That New Ideas May Not “Pay Off” 


By John Heron 


CCUSATION that adver- 

tisers and their advertising 
agents lack the guts to try out 
really new ideas was thrown at 
me recently by photographer 
Maurice Rickards. 

“Generally,” he said, “the func- 
tion of a photograph in advertising 
is either to catch the eye—to compel 
attention—or to present a_ true 
representation of the products ad- 
vertised—to ‘describe’ the goods. 
Occasionally, both. The essence of 
an eye-catcher is surely unusual- 
ness: and if the picture is definitely 
related to the object being adver- 
tised so much the better. But do 
advertisers and their agents really 
want anything new? Not on your 
life: they are scared stiff that new 
ideas may not ‘pay off’; and so we 
get the same old standard toothpaste 
girls, shots of immeasurably dull 
factory interiors and everything 
commonplace—all photographed to 
beautifully executed ‘guide’ layouts 
by agency artists who have little or 
no knowledge of the difference in 
‘feel’ between the camera and the 
canvas. And everybody is happy 
except the creative photographer.” 

* * * 


A PARTIAL answer to this attack 
can be found in the trade and tech- 
nical journals just now, where onc 
of the most imaginative series of 
colour photographs used in con- 
temporary British advertising is run- 
ning in fal! pages for Samuel Fox 
& Company Ltd., an associate of 
the United Steel Companies. 

Rowlinson-Broughton of Man- 
chester are the agents. Photography 
is by Studio 51 Ltd. (Adprint), whose 
studio director, George Wells, com- 
ments: “It was a bold decision to 
use colour photography to illustrate 
apparently colourless material, such 
as polished steel. The photographs 
illustrate a variety of objects made 
from stainless stee. and steel strip, 
from surgical instruments and 


appliances, to clock springs, steel 
rulers and razor blades. Many of 
the surfaces were highly polished 
and this required very careful 
arrangement to prevent unduly 
brilliant coloured reflections but, at 
the same time, give subileties of 
tone.” 

The photographs were taken on 
separation negatives and colour 
prints prepared by the Carbro pro- 
cess. The finished results present 
quite an unusual sense of realism. 
They are a tribute to the co- 
operation of advertising agent and 
photographer. 


* * * 


A GENERATION BACK, prompt 
delivery, like punctuality, was almost 
a matter of religious observance. 
Not so to-day. 

The striking difference between 
the methodical, systematic business 
and the less well organised is very 
apparent to one who has oppor- 
tunity of visiting a considerable 
number of studios in a relatively 
short space of time. It is plainly 
revealed in such important matters 
—from the advertiser's point of view 

-as ability to produce an up-to- 
date model file, or to provide suit- 
able models at short notice; and 
above all, to deliver the promised 
prints, whether proof or finished 
job, on time. 

A long-established North London 
photographer recently astounded 
many newer hands by relating how, 
during the wartime photographic 
boom years, he personally printed 
900 postcard and half-plate prints 
a day, from over 400 negatives. 
These prints. moreover, were of a 
uniformly high standard, with only 
a fractional waste margin. 

In this same studio to-day, over 
300,000 negatives are filed, and a 
demand for any one negative, how- 
ever far back, can be met in a very 
few moments. The secret? H. 
Vernon Barrett, whose studio it is, 
says: “I was ‘weaned’ on the 


Advertising photographer Peter Parkinson uses striking window dis- 
plays like this one, five minutes from Fleet Street, to bring new business 
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| a Smithers — 
spare our laughs — 
Could never draw 
from photographs. 
With tracing paper — carbons too, 


The job took much too long to do, 
Which meant that 
poor old Smithers’ time 


In profits 
hardly showed a dime. 
Yet Smithers’ chief 
was loath to say: 
“ Augustus, kindly go away”. 
Instead, he had a brilliant thought; 
— Kodatrace he wisely bought. 
Now Gus does drawings by the score, 
Where he did single ones before, 
By simply tracing through, in ink, 
The finest details, in a wink. 
This better work, this faster pace 
Is solely due to Kodatrace. 


A KODAK PRODUCT 


THE MODERN TRACING FILM 


Supplied in 30° and 40” widths in rolls of 20 yards 
and half rolls of 10 yards. 


Sole Distributors : HCSlen 


CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. 


MERCURY 


LONDON. C.P.R. CRANE 44 FLEET ST. E.C.4.TEL.CENGB20 


Tel: HOL. 6086 


Take Advantage of this FREE OFFER 


PRINTING DESIGN AND LAYOUT -:.. 


by VINCENT STEER Foreword by BEATRICE L. WARDE 


This Important Book gives you NEW AND HELPFUL IDEAS on every page and contains CONSTRUCTIONAL 
SUGGESTIONS for IMPROVING PRINTED MATTER. It is illustrated by 300 DIAGRAMS. 


LIST OF CONTENTS (abridged) 
36 Charts for Casting-off 
Training the Mind to Visualise 
Development of yt ed Choosing the Right Paper 
Principles of Type Selection The Commercial Typographer 
Historic Styles of Ornament 
An International Parade of 510 of the World’s Leading Typefaces 


300 DIAGRAMS INDEX of 900 REFERENCES 


Design and Layout 
Limelight of the Layout 
Romance of Type Design 
Type and ry Calculations 
The Use of Illustrations 


Lettering for Layouts 
Decorative Use of Rules 
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.. This is not a book for the man 
who wants only a superficial know- 
ledge of printing, design and layout. 
It is far too thorough and detailed for 
that 


SIR WILLIAM CRAWFORD, K.B.E. 


... 1 am very glad that a new edition 
has come out, which improved on a 
book where I thought little improve- 
ment would be possible. 

The new edition is a pleasure to 


T. B. BROWNE, LTD. 


.. It is a book which every adver 
tisement layout man should read. 

In my experience layout men do not 
know enough about type, paper and 
the technicalities of blockmaking 


Mr. Steer’s book is a most remarkable 
achievement It is encyclopaedic. 
There is no typographic subject known 
to me which is not dealt with here 


His detail, in word and in pictorial 
example, is as accurate as it is com- 
prehensive. ... I have read many books 
ledge of practical value to the man on the subject, and once even wrote 
who designs advertisements one myself. I make no exceptions 
F (Signed) Ronatp B. Browne when I say that Mr. Steer’s seems to 
me by miles the best. 


TO VIRTUE & CO. LTD., AW Dept., 53, Upper Parliament Street, Nottingham. 
FREE 


Please send me PRINTING DESIGN AND LAYOUT, in | volume. | will return it in one week, 
EXAMIN ATION or send you I0/- deposit and 4 further monthly payments of !0/- (cash price 47/6). 
FORM 


But it is a book that every serious 
= titioner and student should buy, example to all advertising designers, 
eg or borrow printers, publishers and compositors, 
Indeed, not to have read it would be who could not possibly possess a 
equivalent to a serious actor neglecting better handbook for the 
to study the stage directions of G.B.S. of their craft. 


handle and study, and in this is an Besides being a useful work of refer- 


ence, this book contains much know- 
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ARTISTS AND 


STUDI 


R. P. GOSSOP 


LIMITED 


Artists Agents e» Designers 


36 CARTER LANE 
ST. PAUL’S 
E.C.4 


EXHIBITION STANDS | 
DISPLAYS 


SERVICING 
SILK SCREEN PRINTING 


MERCURY 
DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
LONDON S.W.1 - TEL. ViC 0912.3 
WORKS———__-__ FULHAM 


RENART 
STUDIO LTD 
EALING 3362 


” 


» 712i 
SCREEN PRINTING 


COLYER & SOUTHEY LTD 
17-18-TOOK'S COURT: CURSITOR STREET-E-C-4 


PHOTOGRAPHERS 


DESIGN 
PHOTOGRAPHY 
DISPLAY 
EXHIBITION 
SILK SCREEN 


Replicards Ltd 


407-409 

HORNSEY ROAD 
HOLLOWAY 
LONDON N.19 
ARC: 1178 & 3469 


consult the experts 


- aA 


/\EANALE } 
¥ : vv 


~ 


advertising 


%& SHOWCARDS ¥& SIGNS ¥%& DISPLAY 
STANDS IN METAL, WOOD AND 
PLASTIC METAL PRODUCTS 

%& ILLUMINATED SIGNS 


ACME SHOWCARD & SIGN CO., LTD. 
wi 
Tel : Howard 165! Est. over half 
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Photographer Accuses Agents—continued. 
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developing and printing trade where 
ability to deal speedily and tidily 
with large numbers of films and 
prints is the prime requisite. 
Standardisation in every possible 
way is a sine qua non. For many 
years, every negative has been taken 


| with Leica cameras on Kodak Plus- 


‘POINT OF SALE 


X film. Processing, too, follows a 
regular pattern.” 

Standardisation and system may 
not sound as though they guarantee 


inspired results: but they can 
guarantee unfailingly reliable ser- 
vice. Which, in advertising. 
counts. .. - 
* * * 

THE DRAMATIC POSSIBILITIES of 
high-speed synchroflash action 
colour photography have already 


been demonstrated in this country 
by Picture Post and Illustrated. 
American advertisers, as usual, have 
not been slow to take advantage of 
the attention-compelling impact of 
this, another exciting new photo- 
graphic development. 

I suppose Siemens Electric Lamps 
and Supplies Ltd., who announce 
a new Helix Tube S.F.8, employing 


direct switching, for portable 
flash outfits, have done as much 
original research on the devel- 


opment and use of the Electronic 
flash tube as any organisation in 
Britain. Their Helix S.F.2 type 
1,000-joule Sieflash tube is widely 
used in commercial and advertising 
studios: for there is a vast differ- 
ence between “the real thing” and 


simulated “action,” and advertisers 
now realise that the day of care- 


fully posed “action” is gone for 
ever . . . we hope. 
*~ *~ * 


IN sTUDIO WorRK the smaller for- 
mat camera has come to stay—par- 
ticularly the Rolleiflex, which I saw 
in use recently in 3 studios within 
10 days. (Incidentally, I hope the 
new British twin-lens reflex, the 24 
x 24 in. P. “Microcord” will 
eventually prove as popular.) 

Darkroom staffs coping with these 
small negatives wax enthusiastic 
about May & Baker's Promicroi—an 
unusual fine grain developer using 
an entirely new combination of 
chemicals which give the minimum 
grain were usually associated with 
p-phenylenediamine, and at the 
Same time preserve maximum pos- 
sible speed: a combination not easy 
to devise, though both factors are 
of utmost importance in studio work 
where enlargements of x10 or x12 
may frequently be required. 

* ~ * 

THREE OPERATORS at a_ single 
studio—Morland Braithwaite of 
Birmingham—have been awarded 
Associateship of the Institute of 
British Photographers, simultane- 
ously. I cannot recall any previous 
occasion upon which one studio has 
achieved a hat-trick of this sort. 
Congratulations to a lively trio— 
director Don H. Wilson, and his 
a colleagues John Village and 
Geoffrey Hughes. 


Photograph Or Drawing ? 


American Tests Show That 
Photographs Pull More Replies 


HE question, photograph or 

artwork was raised last month 
by G. A. Towers. He maintained 
that it was largely a matter of 
where the advertisement was to 
appear, and that no criteria could 
be laid down for deciding which 
to use. 

American experience 
more definite in this respect. 
Donald Munson, writing in 
Printers’ Ink, maintains that most 
evidence favours photographs, 
particularly as regards direct 
pulling power. He illustrates two 
mail order advertisements in 


seems 


| which artwork shows the product 
| if anything more clearly than the 


photograph. Yet the photograph 
sold 50 per cent more goods. 

The writer maintains that the 
most conclusive evidence favour- 
ing photographs is provided in the 
Continuing Study of Newspaper 
Reading conducted by the Ad- 
vertising Research Foundation. 
This shows that picture pages 
and outstanding news  photo- 
graphs consistently attract the 
highest attention, even outrank- 
ing the highest-scoring news 
stories, the work of America’s 
best feature writers, and—most 
surprising to the British layman— 
the humorous panels and strips. 
Mr. Munson cites the case of one 
page of photographs that topped 
the readership poll with 88 per 
cent of men and 91 per cent of 
women. 


Lest doubters remain, the 
writer brings in as another item 
of proof the case of ten split-run 
test on pairs of advertisements. 
The relative merits of photograph 
and line drawing were not on test 
—so there was no bias. But in 
the four cases where the pen was 
opposed to the lens, the photo- 
graphic advertisements won by a 
wide margin. 

In another test, line drawings 
by a top-ranking draughtsman 
were deliberately substituted for 
photographs of an earlier other- 
wise identical campaign. A sur- 
vey cafried out showed that the 
photographic campaign was 32 
per cent better observed, 30 per 
cent better identified with the 
brand. 

Yet another test reported used 
pairs of advertisements in split 
runs, the only difference being in 
the illustration. The photograph 
outpulled the drawings by 21 per 
cent, on a cookery book offer 
contained in both advertisements. 
As a cneck, the text was repeated; 
the photograph pulled 21 per 
cent more replies. 

There are many places, con- 
cludes Mr. Munson, where photo- 
graphs are out of the question, 
but a -rough estimate indicates 
that photographs are not yet used 
in 10 per cent of the advertise- 
ments where they would be prac- 
tical and where they would do 
more selling. 
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The ‘World’s 
Best’ Ads. 


Modern Publicity 1951-52, edited by 
A. Mercer an Rosner (The 
Studio Limited, 35s.) 

Example has long been recog- 
nised as the best teacher of ad- 
vertising. No other way has been 
found of conveying the inspira- 
tion of successful design and art 
work. That is why Modern Pub- 
licity every year is awaited eagerly 
by many commercial artists, 
designers and campaign planners. 

The content of the book is 
divided, as in previous years, into 
posters, Press advertising, direct 
mail, showcards, and packaging. 
This material comes from 21 
countries all over the world in- 
cluding one or two examples from 
Czechoslovakia and Poland. 

Among the posters, Britain is 
but little represented. Bovril’s 
“radiant man” is there; so are 
one or two examples of airline 
advertising, the Ideal Home 
poster and the crown poster for 
Seven Seas vitamin food, designed 
by Eckersley. This poster section 
comprises 33 pages: only fifteen 
of them carry illustrations of 
commercial work, the rest is of a 
cultural and _— entertainment 
nature. This predominance of 
cultural matters, though not 
found in other sections, js disturb- 
ing. Does good commercial art 
find a more fertile field in non- 
commercial advertising? 


e Londoner 
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NEW BOOKS REVIEWED 


A new feature, this year, is a 
symposium of the views of lead- 
ing artists of eight countries on 
important questions affecting the 
scope of the advertising artist and 
the standard of advertising. The 
eight artists were given five 
questions, and these questions, 
together with eight answers for 
each, are given. 

The questions deal with the 
freedom of the artist to express 
ideas in his own way; the effect 
of austere conditions on initiative; 
the proportion of space devoted 
to text and illustrations in the 
advertisements of various coun- 
tries; and the place of British 
creative work in the world to-day. 
Among the eight contributors is 
Lester Beall, the American 
designer who recently addressed 
the Advertising Creative Circle. 

E.M 


Asking Questions 
Is An Art 


The Art of Asking Questions, by 
Stanicy L. Payne (Princeton University 
Press London, Geoffrey Cumberiege, 
24s.) 

“Although a number of books 
have already appeared in the 
relatively new field of public 
opinion and market research, 


Bridging the Atlantic 


Out today price 3s 6d 
wee-- Recognised advertising agents, 


Export Directors, and Advertising Managers 


will be sent a free copy on application 


there is no book like this one.” 

This claim to uniqueness, made 
by Hadley Cantril, of Princeton, 
in a foreword, is well-founded 
The author has indeed broken 
new ground. His book— again to 
guote Cantril—“deals with the 
warp and woof on which al! 
surveys depend—the use of 
words.” His penetrating and 
exhaustive analysis of word selec- 
tion in the framing of question- 
naires provides researchers with 
& needed textbook. 

The importance of framing the 
questionnaire with care and skill 
is, of course, axiomatic, but 
recognition of a problem is not 
enough. Its solution must depend 
both ons a knowledge of words 
and an almost instinctive under- 
standing of their subtleties. There 
must also be that “common 
touch” only to be learned by 
mingling with men and women in 
all spheres of life for only thus 
can the researcher know what the 


words he chooses will mean to 
those who will answer his 
questions. 


The author is constructively 
practical. He discusses at length 
“the free answer question and its 
demeris.” “the multiple choice 
question and its misconstructions,” 
and “special types of question and 
their special faults.” He lectures 


ADVERTISER'S WEEKLY 


wisely on “the care and treatment 
of respondents” and on the virtues 
of beauty and simplicity, presents 
a “rogue’s gallery” of problem 
words, and (after much else) 
sums up with a check list of a 
hundred points to remember. 
This book, which js typical of 
the best American textbooks, 
combines thoroughness and prac- 
ticality with much sound horse 
sense, and because it is written 
in a somewhat whimsical style, 
is easy to read. It will fascinate 
all who use words as the raw 
material of their craft, and should 
do much to raise the already high 
standards of opinion and market 
research technique.—C.D.R. 


IN BRIEF 


Stores of the World Directory 
(Newman Books, 45s.) is the 
seventh edition of Store Annual, 
and breaks new and valuable 
ground by including department 
stores and principal chains in 
overseas countries. Buying agents 
for overseas stores, operating in 
London, New York and other 
centres, are also given, A sup- 
plement recording latest changes 
in store and shop organisations 
will shortly be sent to purchasers 
of this directory. 


* * * 
The F.BJ. Register 1951/52 
(Kelly's Directories Ltd.—42s.) 


lists over 6,000 member firms of 
the Federation of British Indus- 
tries, under more than 5,000 
alphabetical trade headings. 


Millington Publications Ltd + 10-12 Orange Street, Haymarket, W.C.2 - Whitehall 5925-9 
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IGHT at the centre of one 
of the biggest advertising 
news stories that have broken 
for a good while is Ronald B. 


Browne. As chairman of the 
Advertising Association’s publi- 
city committee, it was he who 


announced the plan to appoint a 
P.R.O. for advertising. 

A plan that may well mark a new 
stage in the history of advertising 
in this country has, of course, 
taken some time to mature. It was 


broached by the committee (of 
which he was a member) under 
Sinclair Wood's chairmanship. 


Then the International Advertising 
Conference came along—and exerted 
a very beneficial influence, financi- 
ally and otherwise. 

Mr. Browne has been hon. secre- 
tary of the Institute of Incorporated 
Practitioners in Advertising for the 
past four or five years. He is jomt 
managing director (with his cousin, 
Ciaude H. Browne) of T. B. Browne 
Ltd., from whose ‘uilding in Queen 
Victoria Street one can now obtain 


a good view of the river—thanks to 
nee —- “ine co Some men have all the luck! 
soln yt yb = ion. off?) by film actress Hazel Court at 
everything. ‘ 

The founder, Thomas Brooks : 
Browne. died in 1894. His son JUDGING by the above picture 
(Ronald's father), Tom Bousquet (and some others which I have not 


Browne, is still, at 78, active chair- 
man of the company. An automobile 
engineer whose work in motor trans- 
port in World War I earned him an 


space to reproduce) Erwin, Wasey 
certainly thought up something new 
for their Wild West-End Dance. 
And a whale of a time they had! 


O.B.E. and a »ermanent liecut.- In fact, fancy dress parties have 
colonelcy, he acted as a judge in come to stay, so far as this agency 
the ‘ast “Old Crocks” race to is concerned. ; 

Brighton in which a car he had Thanks to a decision of the 
made took part. organising committee, headed by 
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Pressure proofed by patented process 
and tested at every stage. Only proven 
leads go into Venus Drawing Pencils 


S 


MOOTH 
7 eee 
A patented colloidal process removes 
all grit and impurities—they must 
be smooth 
WY 


CCURAWE... | 


Accurate through and through—graded 
and tested by experts, Venus Drawing 
Pencils make the right mark every time 


THE PENCIL WITH 
THE CRACKLE FINISH 


/enus 
Perfect PENCILS 


THE VENUS PENCIL CO Limiter 


OWER CLAPTON ROAD, LONDON. £5 
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ainly Perdsonal— 


Here are (left) George Burnside (managing 
director) and Howard Barnes (copy director) being held up (or is it held 


Erwin, Wasey's 


“Wild West-End 


Carnival Dance.” 


A. T. H. Vintner and C. W. Belsey, 
the Mayfaria Rooms, Bryanston 
Street, became a regular saloon as 
members of the staff, their wives, 
and friends arrived, all togged up in 
the wildest and woolliest of Western 
costumes. 

Every guest received a_ large 
three-colour folder programme with 
double cover representing the swing- 
doors of a saloon with “Sherifi’’ 
Burnside leaning over the top. 
Inside was a triple-spread cartoon 
by Sev, every one of Erwin, Wasey’s 
clients being represented. 

Hazel Court presented the prizes, 
many of them given by Erwin, 

fasey clients. High spot of the 
evening was the “Erwin Wasey 
Barn Dance,” to the tune of 
“Coming Round the Mountain,” 
with words by Howard Barnes. 


2 e * 
ALAN CAMPBELL - JOHNSON 
(director, Campbell-Johnson Ltd.) 
is one of those fortunate men who 
have been privileged, not only to 
watch from a ringside seat while 
history has been made, but to help 
make it. As Press attaché to Lord 
Mountbatten while India’s last 
viceroy, and subsequently, first 
governor-general under the new 
constitution, he had a public rela- 
tions assignment of momentous 
importance, that of putting over, to 
India and to the world, the story of 
the voluntary relinguishment of 
British power. 

His experience 
Campbell-Johnson to write a4 
book, Mission with Mountbatten 
(Robert Hale Ltd., 25s.) that should 
prove a best seller among those who 
take an intelligent interest in affairs, 
and that will have an enduring 
value as a source of factual infor- 
mation on the complex negotiations 
that preceded the transfer of power. 
Straightforwardly, in diary form, he 
relates the story as he saw it and 
helped it unfold. He has not tried 
to glamorise it, though the temp- 
tation must have been great. The 
characters of the Mountbattens, of 
Nehru, Jinnah, Gandhi, and the 
rest, are etched by recording what 
they did and what they said. One 
reads on enthralled by the drama 
of conflict, of tragedy, and of the 


has enabled 


ultimate triumph of reason and 
goodwill. 

Mission with Mountbatten, ex- 
tracts from which have been 
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R. B. Browne, spokes- 
man of P.R. plan: 
Erwin Wasey go 
wild and woolly: The 
Indian drama as seen 
by Campbell - John- 
son: “Gully” Nick- 
alls writes musical 
comedy success. 


By CONTACT 


serialised, prior to publication in 
book form, by the News Chronicle, 
is, for its author, the crowning 
achievement of a literary career that 
has included full-length biographies 
of Anthony Eden and Lord Halifax. 


= +. 2 

IT IS always a risky thing to claim 
that some event or person is “the 
first ever.” Especially when the 
claim involves an organisation with 
such a long and active history as the 
Publicity Club of London. And 
even more especially when such a 
lynx-eyed and knowledgable person 
as Andrew Milne is on the look- 
out in the interests of accuracy. 

Questioning a recently published 
statement that Miss Olive Hirst was 
the first woman ever to preside over 
a meeting of this club, he recalls 
one somewhere about 1921 or 1922 
when a Mrs. Roxburgh took the 
chair at a meeting in the Hotel 


Cecil. 


This was the Club’s first: debate, 
with women as the speakers; they 
included such notabilities ag Gladys 
Peto, Mabel Lucie Attwell, Maude 
West, Helen Normanton, and Lady 


Tree. 

di a o 
“AGREEABLE story, able lyrics, 
tuneful music.” This is what The 
Times has had to say about 
Regatta Day, a musical comedy by 
G. O. Nickalls, with music by 
Wendy Williams, which has been 
running at the reopened Kenton 
Theatre at Henley this week. 

The comedy takes place on the 
final day of Henley Regatta in 
Edwardian days. And who should 
know more about Henley Regatta 
than “Gully” Nickalls? Son of a 
famous rowing man, he is himself 
a Oxford Blue, an Olympic Games 
oarsman, and a member of Leander 
Club. “Local colour” must have 
presented no difficulties to him. 

Though Mr. Nickalls (who is, of 
course, joint managing director of 
Alfred Pemberton Ltd.) has written 
a good many lyrics in the past, this 
is his first full-length stage work. 
But not, I trust, his last. 


WEEKS WISECRACK 


ny 


“Tell the agency on the 
floor below that we seem 
to have one of their 
clients up here... have 
they got our chap down 
there?” 
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Such stuff as paper is made of 


It is the right “stuff”, in humans and in material, 
that determines the quality of paper. Take Frank 
Johnson,* the beaterman, for example. Superintending 
the beater floor (where the giant breakers churn wood- 
pulp, and other necessary materials into a watery mixture 
technically known as the “stuff”), Johnson it is who 
interprets the laboratory reports and decides on the blend 

of pulps which will give him the 

right “stuff” for a particular 

quality of paper. It is his skill and 

experience that must then gauge 

precisely the degree and duration 

“AS, of the preparation treatment on 

% which depends the uniformity of 
eS the fibrous mixture delivered to 


the paper-machines. 


Johnson came to Bowaters Thames Mill twenty-four 
years ago, as a young man. Apart from war service 
(“finished as a sergeant in the gunners’) he’s been there 
ever since. When you watch him as he keenly scrutinises 
the mixture and runs it through his fingers before giving 
the signal for it to go on its way to the paper-making 
machines, there’s no need to ask how he got his present 


job or whether he likes it. Both he and the mixture are 


the “stuff” good quality paper is made of . . . whether it 
be for the many hundreds of newspapers, books and 
magazines that are printed on Bowaters paper in all 
parts of the world, or for the packaging of almost 
everything from soap to cement. 


The whole wealth of Bowaters craftsmanship, experience and research in the art of making paper—the *know-how" in short—is freely at your service 


THE BOWATER PAPER CORPORATION LIMITED 


GREAT BRITAIN UNITED STATES OF AMERICA CANADA AUSTRALIA SOUTH AFPRICA* NORWAY * SWEDEN 


* Fictitious name for a real character 
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PRESS NEWS & PROSPECTS —cont. from page 474 


‘Municipal Journal’ Film Unit 
Will Make Documentaries 


The Municipal Journal and Public Works Engineer, national 
magazine of local government, has founded a film unit, and plans 
to devise, write, and produce documentary short films for local 


authorities, professional bodies, 


and industry. 

An increase in the number of 
pages of the Journal (but not in the 
price) to a minimum of 72 as from 
January 18, 1952, is among a num- 
ber of developments planned by this 
§9-year-old publication. Three types 
of film wil be made by the film unit, 
states P. D. V. Hackett, the 
Journal's general manager. These 
will be: public relations fiims, spon- 
sored by local authorities for limited 
or general distribution, on such sub- 
jects as housing, education and 
welfare; technical or semi-technical 
films, largely for use within the 
local government service, a‘lowing 
manufacturers to present their pro- 
ducts, and the best ways of using 
them, to local authorities; and 
educational films, for screening 
before professional societies and 
conferences. Large or small films 
using monochrome or colour in 
16 mm. or 35 mm. will be made. 

Believed to be the first of its kind, 
the unit is now ready to go into 
action. 


‘Overseas’ To Change 
Format Next Year 


Virtually unchanged since it first 
appeared in 1916, Overseas, the 
monthly magazine of the Over-seas 
League, is to be re-styled with new 
and improved format starting with 
the January issue Production and 
layout will be handled by James A. 
Hodgson Ltd. The first issue, a 
Royal number, will have 32 pages 
(approximately 9 in. x 7 in.) with a 
completely new cover in colour. 
Scottish and Australian numbers 
will follow. Overseas is distributed 
to all members of the Over-seas 
League—over 60,000 throughout the 
world. Plans include the introduc- 
tion of a colour spread in_ the 
middle of the magazine and distri- 
bution on bookstalls. Chairman of 
the editorial board is Sir Graham 
Savage. J. A. C. Knight is adver- 
tisement manager. and - Le 
Iremonger, the League's publicity 
officer, is editor. 

* * * 

A new monthly journal, Wire 
Production, published by Wheat- 
land Journals Ltd., makes its 
appearance this month. It is des- 
cribed as the “technical and statisti- 
cal journal of the worlds wire 
industry."’ The first issue, with an 
attractive front cover in colour, 
contains fifty-four pages, including 
18 pages of display ads. some of 
which come from the U.S.A., 
Germany and Denmark. Type area 
is 8 in. x Sin. Annual subscription 
is 25s. 

* * 

Increase in advertising rates for 
the Journal of the British Water- 
works Association wi!| bring full 


pages up to a cost of £11 per 
Insertion. 
* * » 
Pakistan Press Year Book to be 
published in January wil! contain 
information on newspapers and 
advertising in Pakistan along with 


particulars of foreign advertising 
agencies interested in business witu 
that country. It will be issued by 
the publishers of the Pakistan 
Economist. 


Brittain Buys 
More Weeklies 


The Brittain Publishing Group 
has purchased the Brixton Free Press 
and Lambeth Borough News series 
of newspapers. 

James Mann, formerly a director 
of his family paper the Southern 
Reporter, has been appointed man- 
ager of the Brixton Free Press. 

The printing works at Cold- 
harbour Lane have also been pur- 
chased and W. C. Williams, 
formerly works overseer of the 
East Anglian Daily Times, has been 
appointed manager. 

* * * 

In January the country sporting 
magazine, Field Sports, which, for 
the past five years, has been pub- 
lished evety other month, is to 
incorporate its monthly contem- 
porary—Country Sportsman. The 
new Field Sports will be pocket 
size, printed on art paper and will 
contain more illustrations. It will 
sell at Is. 

* 7 * 

An article by Princess Elizabeth's 
new dressmaker, Hardy Amies, is to 
appear in John Bull on December 
15, together with a full-page repro- 
duction in colour of the Princess in 
one of the evening gowns Amics 
designed for her Canadian tour. 


Sports Note 


A four-page “Sportsheet"’ is now 
a regular feature and a new post- 
war departure for Manchester 
Weekly Newspapers group. This 
supplement, which appears as the 
centre pages of the newspaper and 
is designed to be taken out as a 
separate publication, contains the 
news for 17 different amateur sport- 
ing interests in the area of circula- 
tion of each paper. 


* * * 
Demand for the Financial Times 
exceeds the supply of copies that 
can be produced from its present 
newsprint ration, it was reported at 
the ordinary general meeting of the 
Financial News Ltd. Despite rising 
costs the Investors’ Chronicle has 
maintained profits and circulation 
shows “an encouraging increase.” 
— * * 


Yesterday (Wednesday) Times 
Pictorial, Dublin, began a series of 
authentic articles telling the story of 
what goes on in Dublin after dark. 
To get this information a feature 
writer dressed as a down-and-out, 
lived, ate, slept and talked for four 
consecutive nights with unemployed, 
unemployables, and petty criminals, 
who make up the half-world of 
Dublin from dusk to dawn. 


* * * 

B.B.C. publications circulation 
staff changes are: A. J. Elwick- 
Harrison, assistant circulation man- 
ager, is now deputy circulation man- 
ager; T. S. Bourne becomes A.C.M. 
Scotland: B. L. Hal! becomes 
A.C.M. South: D. B. Wildsmith 
becomes A.C.M. Midland. 

* * * 

The U.S. magazine, Men’s 
Reporter Weekly has been acquired 
by Men’s Wear (U.S.A.) and will 
be incorporated with the latter. 
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Rap For Newsagents 


PUBLISHERS WANT TO SEE 
MORE SALES PUSH 


The Periodical Proprietors’ Asso- 
ciation are “deeply concerned at the 
lack @f co-operation by newsagents 
in pushing sales.” 

This was reported to the national 
council of the National Federation 
of Newsagents meeting in London 
last week, by C. H. Neale, national 
organising secretary. 

The P.P.A., since the introduction 
of a scheme which controls outlets 
to the newsagency trade, had dealt 
with over 6,000 applications of 
which less than ha'f were granted. 


This had involved considerable 
work and expense. Publishers had a 
feeling that newsagents were ready 
to accept the security offered with- 
out giving much in return. Mr. 
Neale said that the Federation, in 
accepting the agreement, had given 
a promise of service in return. 

[he London District Council of 
the Federation were given permis- 
sion to ask the P.P.A. and the 
London Wholesalers Federation to 
zeceive a deputation to discuss early 
selling. 


How Films Can Boost Britain 


Practical guidance on the sponsor- 
ing and distribution of industrial 
films is given in “Films for In- 
dustry,"" a booklet compiled by the 
Federation of British Industries 
home publicity committee. 

This booklet, the third of a series 
on industrial public relations, is 
addressed to industrial firms and 
trade associations that have no 
first-hand knowledge or experience 
of film-sponsoring or of the chan- 
nels through which industrial films 
are distributed. 

The Committee state, in their 
introduction, that people in this 
country and overseas should have 
greater opportunity of learning 
about British industry’s achieve- 
ments and methods and that the 
film is an excellent means of making 
the facts known. 

After outlining questions a film- 
sponsor should ask before deciding 
on the making of a film, the book- 
let describes the various kinds of 
film that can be made on industry's 
behalf. Such films, it is stated, are 
likely to come under one or more 
of the following heads: public 


relations (the most important to 
industry of all types of film), sales 
promotion, staff education and in- 
formation, and staff training. An 
appendix, prepared by the Board of 
Trade and the Government Oversea 
Departments, gives detailed guid- 
ance on the use of films for the 
promotion of British trade overseas. 


Praise From Famous 
Photographer 


_ Baron, the famous photographer, 
judging on Thursday a photographic 
competition for the staff of Leon 
Goodman Displays Ltd., praised the 
very high standard of the entries, 
which were exhibited at the 
Assembly Rooms, St. Panctas Town 
Hall. C. D. Rant, editor of ADvER- 
TISER’S WEEKLY, was also a judge. 
Prizes presented by Leon Good- 
man were won by J. Currie (1st), C. 
Oakley (2nd) and H. Sheldon (3rd). 
An additional prize, given by Mr. 
Sheldon, who is chief designer, went 
to C. Poolman for a photograph 
showing exceptional promise. 


‘Research Aid Should Rank 
As A Production Cost’ 


Contributions to the Printing, 
Packaging and Allied Trades Re- 
search Association should be 
regarded, not as charitable subscrip- 
tions that fluctuate according as to 
whether times are good or bad, but 
as a production cost. 

This view expressed by G. M. 
Ashwell (Imperial Chemical Indus- 
tries), retiring chairman of the 
council, was endorsed by other 
speakers at Patra’s annual meeting 
and luncheon. 

Mr. Ashwell said that when dis- 
cussing Patra with the “reluctant 
few” he found that either they did 
not use the services available to 
them, or alternatively did not 
know the extent to which their 
technical people were using the 
services. All members should make 
sure that machinery existed in their 
companies for using the results 
Patra produced. 

A Swedish guest, Herr Carlsson, 
remarked that the work of Patra 
had formed a solid foundation for 
Swedish research in the graphic arts. 

“An investment of one year in 
research may—nay, almost certainly 
will—give us dividends for many 
years in production,” emphasised 
Sir Robert Barlow (Metal Box Co.). 

At the annual meeting Dr. 
Riddell (director of research) re- 
ferred to work that was being done 
by the packaging division in measur- 
ing shocks and other “journey 


hazards,”” and believed that the 
fact that British Railways had de- 
cided to undertake similar research 
on this subject was due to Patra’s 
example. 

Among “eight winners” which he 
claimed for the printing department 
were: the development of resin- 
bonded wood-chip board for the 
mounting of blocks; the overcom- 
ing of the erratic drying of litho 
inks: and the measurement of the 
opacity and gloss of paper. 

During the year the printing de- 
partment had handled the record 
figure of more than 1,200 inquiries. 

Col. the Hon. J. J. Astor (The 
Times), president, who presided over 
both the meeting and the luncheon, 
recalled that it was due to the 
energy of William Bemrose (vice- 
president), when president of the 
British Federation of Master Printers 
in 1936, that Patra became a re- 
search association in fact as well as 
in name. 

Elected new chairman of the 
council was G. L. Tillotson, director, 
Tillotsons (Liverpool) Ltd. Arthur 
E. Watts (Johns, Son and Watts 
Ltd.) and Eric J. Harrison (Harrison 
and Sons Ltd.) are the  vice- 
chairmen. 

The annual meeting, at the Con- 
naught Rooms, was preceded by 
an exhibition of Patra’s work in 
connection with printing, packaging, 
inks and many other fields. 
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ACCOUNTS MOVING 


Taylor Walker: 
Agency Changes 
Erwin, Wasey & Co., Ltd., have 
been appointed to handle the 
entire advertising of the Taylor 
Walker group. In addition to the 


brewers, Taylor Walker & Co., 
Ltd., this includes Curtis gin and 


the Victoria Wine Co., Ltd. 
Reason for the move is to 
centralise the publicity of the 


three companies. Campaigns are 
in the course of preparation. 
* * * 


The oil section of the Regent 
Oil Co., Ltd., account is also 
going to Erwin, Wasey & Co., 
Ad. 

. * * 

Two accounts are moving to 
Strand Publicity Ltd. on December 
31. They are Champion Radio Ltd., 
with a campaign in the trade Press, 
and Permatops Ltd., for which 
architectural papers will be used. 

* * 7 

S. C. Peacock Ltd. (London) are 
taking over the advertising for J. 
Feltz & Co., Ltd. makers of Sidroy 
underwear, on January 

* - ~~ 

J. B. K. Otway has been ap- 
pointed to handle the advertising in 
this country for Cherry Heering, 
which is distributed here by a 
Parrot & Co. 

* * * 

Ebbutt’s of Croydon, one of the 
oldest furniture makers and _fur- 
nishers in the country, have 
appointed Reid Walker Advertising 
Ltd. to handle their advertising 
from January’ 1. 

* ~ » 

The Leicester office of Nicholls 
Dorrity Advertising Ltd. are to 
handle the advertising of J. le 
Allen Ltd., garment manufacturers, 
and Riley & Eld Ltd., makers of 
White Spot caravans and sectional 
buildings. 

* * * 


NEW_ACCOUNTS 


Trawler Publicity 


F. C. Pritchard, Wood & Partners 
Ltd. have been appointed to handle 
advertising and public relations for 
the British Trawlers’ Federation 
Lid. Large spaces are being taken 
in the national Press to tell house- 
wives of the industry’s problems 
and how they are being solved. A 
11 in. triple col. appeared in the 
News Chronicle this week. Other 
papers to be used include The 
Times, Economist, provincials and 
the trade Press. 

* . . 

Scientific Publicity Ltd. have been 
appointed to handle advertising for 
Porosan Ltd. and campaigns are in 
hand in trade and technical publica- 
tions for Muraplas plastic tiles, 
Porosan bottling caps, Rubagon self 
Sterilising products, Polyestol ban- 
dages and Porothene storage bags. 
Another new account for this 
agency is Treximport Ltd., in home 
and overseas trade journals, and 
K.X. Lamps Ltd., for which trade 
and technical Press will be used. 

* * . 

New clients for Pickersgill Pub- 
licity Service (Leeds) include 
Hudsons Paints Ltd.; Perfection 
self-raising flour; Mablethorpe and 
Sutton-on-Sea Borough Council; 
and Whitfield Chemical Co., Ltd. 

* * 

Strand Publicity Ltd. are to 

handle the advertising for Dagmar 
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CURRENT ADVERTISING 


Fashion Company, makers of 
dresses and fashion garments, and 
Cyclo Chemicals Ltd., makers of 
special waxes. 

* * . 

Auger & Turner Ltd. have been 
appointed to handle the advertising 
for Robert & Windsor, distributors 
of women’s knitted wear. National 
Press and periodicals will used. 

* * * 

Rathbone Publicity Ltd. have 
been appointed to handle advertising 
in the technical Press for tline 

d., engineering consultants and 
jig and fixture designers. 

* * 
NEW CAMPAIGNS 


Soles and Heels 


Greenly’s Ltd. have released the 
first tube cards in a new scheme 
for Sussex Rubber “Stick-on” soles 
and heels. They feature animated 
animals and carry the catchline— 
“"Pon my sole! Sussex—the life 
and sole of a shoe.” This prelimin- 
ary campaign is being built up by 
extensive promotion in the trade 
Press for shoe manufacturers and 
dealers, a trade broadsheet, point- 
of-sale leaflets, counter mats, and 
window bills which repeat the 
theme Ge ute series. 


Lantigen (England) Ltd. are start- 
ing a 13-week campaign through 
Radio Luxembourg, with half-hour 


musical programmes. Agents are 
. B. Browne Ltd. 
. + 7 
Pickersgill Pu Service 
(Leeds) are handling new cam- 


paigns for A, N. Marr Ltd., textile 

drying machinery engineers; Clee- 

thorpes Borough Council; Wm. 

Moorhouses (provincial evenings); 

and Kings Dyers & Cleaners of 

York (evening and weekly papers). 
* * . 


A new campaign starts in the 
New Year for the Ice King ice 
cream making machine. Scientific 

ae mats he account. 


Osborne-Peacock Co., Ltd. (Man- 
chester) have issued renewal instruc- 
tions to class monthlies and weekl 
papers for Marlbeck and Marlbec 
junior wear, made -by Thomas 
Marshall Ltd. 

* 


The British Permanent Starch 
Co., Lid., have been given the 
“Good Housekeeping” certificate 
for dip permanent starcher. This 
will be mentioned in advertisements 
for the remainder of the winter 


* * 


Pon 
"Y sof 


== 


Amusing animated figures are being 
used in new advertising for Sussex 


! Rubber “Stick-on” soles and heels. 


campaign, and in the spring and 
summer. Agents are Paul E. 
Derrick Advertising Ltd. 

* * * 


Renewals have been placed by 
Stowe & Bowden Ltd. (Manchester) 
on behalf of Visi-Chick Brooder 
Co., Ltd., manufacturers of poultry 
appliances, in poultry journals, 
farming publications and the hard- 
ware trade Press. The same agency 
has also made renewals for 
Brady & Co., Lid., manufacturers 
of roller shutters and lifts, with full 
pages in architectural journals and 
engineering, shipping and textile 
trade Press both at home and over- 
seas and for Kayser, Ellison & Co.., 
Ltd., makers of high grade tool 
steels, stainless steels, Kelock high 
speed steels and aircraft and motor 
steels, with two-colour full pages 
in engineering and shipping publica- 
tions. 

* * 

Amusing promotion piece put out 
by Punch takes the farm of a mock 
ration book issued by the “Ministry 
of Good Humour.” Inside is a 
selection of typical Punch cartoons. 


Radio Survey In 
South Africa 


Springbok Radio and Lourenco 
Marques are separate radio media 
reaching different South African 
audiences according to the findings 
of an inquiry conducted by J. 
Walter Thompson, South Africa, 
Ltd., in co-operation with Franklin 
Research (Pty.) Ltd. 

The total daily Springbok audi- 
ence is given as 467,456 and that 
for Lourenco Marques as 342,144. 
Total overlap of the two audiences 
is 90,112. 


Hedley’s Offer More Gifts 


More gift offers are being made 
by Thomas Hedley & Co., Ltd., 
through magazine and Press adver- 
tising handled by Erwin, Wasey & 
Co., Ltd. 

Heavy Press advertising is now 
running for Dreft. The ads. include 
a coupon offer of a pattern for a 
hostess apron in return for nine- 
pence and a Dreft packet top. The 
offer is open until December 31. 

Au the leading nationals are 
being used for this scheme which 
includes half-pages in News 
Chronicle and Daily Herald, and a 
full page in the Radio Times. Also 
being used are London evenings, 
provincials and women’s magazines. 

In the Leicester area there is an 


interesting development with regard 
to Hedley’s Drene shampoo. Adver- 
tisements in Leicester papers are 
telling readers to purchase a bottle 
of Drene, send a_ three-shilling 
postal order to Hedley’s who will 
then send a voucher entitling the 


applicant to have three specially 
enlarged portraits taken at the 
Leicester Polyfoto Situdio—worth 


10s. 6d 

Plans to run the scheme in other 
areas are described as ‘‘tentative.” 

Meanwhile ads. in connection 
with the previously reporied Oxydol 
offer of a medium pack free with 
every two large packs purchased are 
still running in magazines including 
full pages in Radio Times and 
Picture Post. 


ADVERTISER’S WEEKLY 


Lying in a hollow 
of the hills, Bath is a compact 
city. Take a trip into ‘Som.’ or 
‘Wilts.”,»in any direction you 
please, and within a couple of 
miles you'll find yourself in the 
heart of the countryside. A pros- 
perous countryside, inhabited by 
people who make a good living 
out of some of the best agricul- 


tural land in Britain. 


These people, too, read 
the Bath & Wilts Chronicle & 
Herald. The tally is thus com- 
plete—leisured, professional, in- 
dustrial and agricultural classes— 
the Bath Chronicle reaches them 
all. That is why it is such a use- 
ful medium for a test campaign. 
And, at 9/- per s.c.i., no large 
outlay is needed to secure the 
information you need. Reliable 
information on which your main 
campaign can be based with 
certainty. 


x The ONLY evening paper printed in 

Somerset. Get full details from: The 
Advertisement Manager, 134 Fleet Street, 
London, E.C.4. Telephone: Central 2767. 
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ADVERTISER'S WEEKLY 


THAT a daughter has been born to 
the wife of A. E. Kirkham, adver- 
tising manager of the Polyt chnic 
Touring Association Lid 
* * 
THAT Edmonton _ Borough 
Council s decision to ban an adver- 
tisement on a railway bridge across 
Silver Street, Edmonto: has been 
upheld by the Minister of Local 
Government. 
* * 
THAT J.B. Manufacturing Co. 
(Cabinets) | td of Valthamstow, 
has joined the British Export Trade 
Research Organisation. 
THAT New York pavers carried 
advertisements covering one and a 
half pages in connection with the 
annual report and accounts of the 
Anglo-Iranian Oil Co. last week. 
*~ ~ . 


THAT over 11.000 bulbs—mosily 
tulips, daffodils and crocuses—have 
been planted by Manchester Poster 
Services in front of their new sites 
in the city, and 
* * - 
THAT the organisation has also 
completed the construction of a 
Westmorland stone rockery in front 
of a new site in Chapel Street, 
Sa.ford. 
* * * 
THAT Gerard Carter, advertising 
manager tor George Lee & Sons 
Ltd., organised a prize-giving party 
at Lee's London show rooms last 
Friday in connection with the recent 


We Hear— 


competition for the firm's Target 
knitting wools. There were 500 
entries, and prizes were presented by 
Phyllis Calvert, film actress. 

& * * 


THAT during September a weekly 
competition programme on Lou- 
renco Marques Radio (South 
Africa\—“Find the Word” spon- 
sered by J. C. Eno (S.A.) Ltd. 
drew an average of 1,700 listeners’ 
letters weekly. And 
# * * 
THAT this figure had risen to 3,555 
for the twelfth programme of the 
series in the middle of October. 
* a * 


THAT R. W. Forsyth Ltd. and 
J. H. Fenner & Co., Ltd., have 
been admitted to the 1.S.B.A 

* * ~ 


THAT Leslie Stone, advertisement 
manager of the monthly magazine 
for the travel trade, Travel World, 
is the only British representative 
invited by K.L.M. Airways to go 
on a proving —_ to wae. 

/- 


THAT the Metal ~ pt. has 
agreed to™~purchase from Crawley 
Industrial Products Lid., their fac- 
tory and engineering plant at 
Precision Works, Crawley. This 
will provide additional! manufactur- 
ing capacity for the company’s 
machinery building group. 

* * * 


THAT Cleethorpes Hotel and 
Boarding House Association are 
considering setting up their own 


ADVERTISING MANAGER’S CORNER 


HARRIS ADVERTISING LIMITE 


29-30 KINGLY STREET, LONDON, W.! 
REG 3295-6 


Talking Turkey 


Here's hoping you'll be able to sit down to your 
Christmas dinner without display worries becoming 
a sort of spectre at the feast. 
all know, are ready enough to promise you the job 
on a plate, but when it comes to serving up you find 
they have knocked all the stuffing out of your 
original conception and made mincemeat of your 
sales message. Promise without precise and punctual 
performance never was a Harris habit. That’s why 
our clients invariably come for a second helping... 


Some people, as we 


distinctive showeards, clever cut - outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


Unusual feature of the promotion for the film “David and Bathsheba’’ is 
the use of a 30-foot Pickford van painted in brilliant red and yellow. The 
van has been partially reconstructed to allow an entrance at the back. 
Visuors will see exhibits of articies used in making the film and a short 


technicolor tratler 


Interior showcases and exhibits were constructed and 
mounted by Leon Goodman Displays Ltd. 


“Goliath” Walter Talun is 


travelling with the exhibition. 


advertising committee because mem- 
bers feel that the town council's 
publicity work is mainly concerned 
with the town as a whole and not 
with individual organisations, 

* 7 


THAT Leon Goodman, managing 
director, Leon Goodman Displays 
Ltd., is to be married this month. 


* * /* 
THAT Gordon Richards will be 
guest of honour at a luncheon to 


mark the publication of the Racing 
Review Annual on Tuesday. 

* « ” 
THAT the British Federation of 
Master Printers initiated represent- 
ations which have induced the 
Minister of Labour to permit later 
working by young people one day 
a week to meet difficulties created 
by load-spreading schemes. 

* * * 


THAT an enthusiastic reception was 
accorded the dramatic section of 
G. Street & Co. when they gave a 
spirited performance of “The Hap- 
piest Days of Your Life.” 
. ” . 
THAT 2,000 copies of a new rail- 
way poster for Grimsby are to be 
printed. 
* * * 
THAT Portsmouth National Savings 
committee are pressing for the 
restoration of’ a national savings 
advertisement board on the Ports- 
mouth Guildhall steps because, as 
no other site was available, pub- 
licity was suffering “very severely.” 
7 - - 
THAT Christmas number of Life 
will include 22 pages in full colour 
on “The life of Christ.’ 


AFTER BUSINESS 
HOURS 


‘Relative Values’ 


(Savoy) 

From the inimitable Noel Coward 
comes another crisp comedy of 
manners. 

“Relative Values” tells the story 
of a countess faced with the pros- 
pect of becoming mother-in-law to 
her maid's fiim-star sister. On these 
bare bones the old maestro plays a 
lively tune—brittle, scintillating, cap- 
livating as ever. 

Gladys Cooper, as the countess, 
leads a brilliant cast, with pervasive 
charm: Angela Baddeley, as_ the 
maid, is superb; Richard Leech, a 
butler of admirable vintage, and 
Judy Campbell, the Hol!ywood star, 
make the most of the many oppor- 
tunities Mr. Coward gives them. 


THAT this notice for an advertise- 
ment department is suggested by 
the East Essex Gazette: 

Wotcher, Einstein! 

In this place 

Time’s employed 

Expending space. 

* * . 


THAT Brighton's _ entertainment 
committee has dropped its sugges- 
tion that the town’s entertainments 
and publicity departments should 
be combined under one chief 
officer. 

. - * 


THAT Rachel Ryan, granddaughter 
of the late C. P. Scott, will give a 
radio portrait of the former editor 
of the Manchester Guardian in a 
B.B.C. Home Service talk  to- 
morrow (Friday) night. 


ADVERTISING 
DIARY 
Frida: 


yy, December 7. 

Pusticiry Cius OF GLasGow. 
Speaker Sir John Duncannon 
Grosvenor Restaurant 12.55 p.m 

Monday, December 10. 

BristoL aND West Pusticitry 
Cius. Beatrice Warde on “Typo- 
graphy.” Grand Hotel. 6.30 p.m 

Pusticrty Ciusp OF SHEFFIELD 
Alderman H. W Jackson on 
“Public speaking as a business 
asset." Grand Hotel. 7.390 p.m 

INSTITUTE OF PaCKAGING 
(Northern area). Film—‘‘The Port 
Of Manches‘er."’ Grand Hotel, Man- 
chester. 6.30 

Tuesday, December 11. 

WOMEN’S ADVERT'SING CLUB OF 
Lonpon. Speaker: Lord Mancroft. 
Trocadero. 7.30 p.m 

REGENT ADVERTISING CLus 


G. H. Wells on “Photography 
for reproduction.” Educational 
lectur! 

December 12. 


. 
INCORPORATED ADVERTISING MAN- 
AGERS' ASSOCIATION Film show 
Waldorf Hotel. 6.30 pm 
British Direct Matt ADVERTIS- 
ING ASSOCIATION tea time talk 
James B. Staniland on “Keeping 
your market under review.” 
Waldorf Hotel 
ADVERTISING CLUB OF OXFORD 
annual dinner and Christmas party 
Pustictry CLUB OF FEDS 
Little journey to Kirkstall Power 


REGENT ADVERTISING Cur 
Sir Miles Thomas. a BO.A.C 
Stewardess and pilot on ‘Progress 
in the Air.” Royal Society of Arts 
6.30 p.m 

Thursday, December 13. 

Pusticity CLus oF Newcastle 
Christmas party. 7.30 p.m 

Braprorp Pustictry Assocta- 
tion. M. Saad el Din on “The 
modern Egyptian Press.” 

December 14 


Pusticiry Cius oF LONDON 
Christmas luncheon. Savoy Hotel 

East ANGLIAN Pusticrry CLuB 
Chris'mas party Colchester. 

Liverroot anp District Pus- 
Licity AssoctaTION luncheon _mect- 
ing. C. Harold Vernon on “Blissful 
thinking.” 
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PRINTING RESEARCH CONFERENCE | 


The first international conference 
of printing research institutes held 
at the laboratories of the Printing 
Packaging and Allied Trades Re- 
search Association was marked by 
an atmosphere of co-operation and 
goodwill among the delegates front 
Denmark, France, Great Britain, 
Holland, Sweden and Western 
Germany. 

It was unanimous!y agreed that 
a second meeting should be 
arranged, if possible. at Stockholm 
during the spring of 1953. 

Photographed above, at the final 
dinner are (|. to r.): Gosta Carlsson 


Agency Chiefs 


Ben Wilkinson, managing 
director of McCann-Erickson 
Advertising Ltd. in London, left 
for New York this week to attend 
the McCann-Erickson 50th anni- 
versary international advertising 
conference, which will be held at 
the Waldorf - Astoria Hotel, 
December 10-15. 

European delegates to the con- 
ference will be headed by Hugh 
Mitchell, chairman of MecCann- 
Erickson’s London office and 
manager of the European organ- 
isation. They include Charles 
Blondel, manager of the Paris 
office, Nicholas Schollaert, man- 
ager, Brussels, and Max Pauli, 
manager of the German group 
of offices. 

Altogether 130 members of the 
McCann-Erickson organisation 
will attend the conference includ- 
ing branch managers from all 


(Graliska Forskningslaboratoriet, 
Sweden); Dr. G. L. Riddell (director 
of research, Patra); G. L. Tillotson 
(chairman of council, Patra); Rolf 
Unwin (president, British Federa- 
tion of Master Printers); C. A. 
Spencer (Dept. of Scientific and 
Industrial Research (Gt. Britain). 

Mr. Tillotson stressed the need 
for those who guide research to keep 
in mind not only the content and 
timing of a research programme, but 
the transmission of research into 
practice by means of printed matter, 
exhibition, demonstration, lecture 
courses and continued revised train- 
ing in technica’ colleges. 


For New York 


over the world who are being | 


flown to New York with the 
triple objective of celebrating the 


anniversary, taking a refresher | 
course in the advertising tech- | 


niques that McCann-Erickson 
Inc., has developed, and exchang- 
ing views and information. 

The McCann-Erickson organ- 
isation employs more than 1,500 
people in a chain of 26 offices 
with two dozen active affiliates 
and associates, to give an adver- 
tising service that covers 45 
countries. 

Textile Sales Down 

Texti'e sales in October, usually 
the peak month, were lower than 


in September, says the Wholesale | 


Textile Association. The index 
showed a fall of 21-4 per cent from 
October last year. Stocks, which 
normally fall at this time, were 54-6 
per cent higher than last October. 


COMMERCIAL AID PRINTING SERVICE 


Offer the complete 
Varityping Service 


ADVERTISER'S WEEKLY 


MUNICIPAL JOURNAL 
LIMITED 


For some time recently fhe shares of 
the Municipal Journal Ltd. have been 
owned by the Municipal Journal 
(Holdings) Ltd. In order to simplify 
this situation the Municipal Journal 
Ltd. has been liquidated and all its 
assets passed to the Municipal Journal 
(Holdings) Ltd. The latter company 
has now changed its name to the 
Municipal Journal Ltd. There has 


been no alteration in the ownership or 


policy of the paper. 


Setting for Photo Litho. 

Direct Plate Setting for Multilith and Rotaprint users. 
Lithographic Duplicating. 

Photo Litho Printing. 


H. H. HEMMING 
Chairman 


Equipped two execute all stages of | prepared to undertake any phase 
Varityper, Lithographic Printing | of the process for firms with their 


and Duplicating, we are, however, | own equipment. 


3 RATHBONE ST. w.i MUS. 0653, 4103 
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ADVERTISER'S WEEKLY 


TO MANUFACTURERS AND BUSINESS MEN 


TAKE THIS OPPORTUNITY OF 
A TALK WITH FRANK GOLDBERG 


OF AUSTRALIA & NEW ZEALAND 


Mr. Goldberg is a foremost authority on the markets of Australia 
and New Zealand, which, already important to England’s economy, 
are now expanding at a rate unprecedented in history. What he 


has to tell you will be@nteresting—and may well be extremely 
profitable. 


As Governing Director of one of the largest 
advertising and marketing organisations in Aus- 
tralia and New Zealand, Mr. Goldberg has for 
many years been the trusted adviser of some of 
England's top executives concerning the operations 
of their companies in these territories. The 
purpose of his present visit is to show by personal 
discussion with executives the almost unlimited 
opportunities awaiting further extension of 
British enterprise. 


FOR _AN APPOINTMENT (iN YOUR OWN OFFICE 


IF DESIRED), write Goldberg Advertising, London 
Office, Trafalgar House, 9 Great New St., 
London, W.C.2. 

ees 


Let us help with your 
Economy Campaign 


We specialise in 
economically _ printing 
weekly and monthly 


PUBLICATIONS 


Quotations invited 


G. F. TOMKIN LTD 
501-5 GROVE GREEN RD 


LONDON ok LEYtonstone 1164/£ 


SR ee pr saaioiniraincamacae 


¥ 


I. your market among the 
people and abroad who 


manufacture or use metals ? 


at home 


‘a METALLURGIA 

aa \F so 

re] THE BRITISH JOURNAL OF METALS 

fa 

Pag 1S YOUR ADVERTISING MEDIUM 

bee | THE KENNEDY Fae TO. 31 KING STREET WEST, MANCHESTER 3 or, 
is 4 LONDON rice 1 BEOFORD STREET. LONDON, WC.2 


} 
ROTAPRINT & MULTILITH USERS 
We offer you a speedy Photo-Litho service 
that is second to none.... Our speed is 
your asset. 

For QUALITY and RELIABILITY 
"Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.| 
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TRADE JOURNAL’S 
WINDOW DISPLAY 
COMPETITION 


M. Jean de Sailly, commercial 
attache at the French Embassy, at 
Vintners’ Hall, London, presented 
prides awarded in the Licence 
Journal national window display 
competition, first of its kind to be 
promoted by a_ licensed trade 
journal. 

The competition was promoted by 
the Journal in conjunction with the 
Wine & Spirit Association, and was 
for the best displays of imported 
wines staged in retail premises 
during the period September 17 to 
October 15. 

Winner of the Journal's cup was 
H. Holmes, George Peters & Co., 
Ltd., Southampton, and of the Wine 
& Spirit Association Cup and free 
trip to a Western European wine 
growing region, E. Clay, Hull 
Brewery Company's off-sales depart- 
ment, Hull. Mr. Holmes was also 
awarded the special prize of a £100 
tour of the Bordeaux region, given 
by the Bordeaux wine trade. 

Entries were received from all 
parts of England and from Scotland 
and Wales. 


* . . 
Star Cinemas—an important cir- 
cuit in the north—are to use 


Kinematograph Weekly’s showman- 
ship service as the medium for judg- 
ing its managers’ efforts in a show- 
manship and exploitation drive. 

~ * * 


The current Farmer and Stock- 
Breeder, is the second largest issue 
of that journal ever published (the 
biggest, with 180 pages—a world’s 
record—appeared on November 27). 
This second Pre-Smithfield Num- 
ber contains 152 pages, 46 editorial 
and 106 pages of advertisements— 
20 of which are in full colour, or 
black and one. Main feature of 
the advertisement section is a David 
Brown Tractor supplement. 

* * * 

Persuasion is to be incorporated 
in Scope owing to “production 
costs and the prohibitive rise in 
paper prices,”’ state the publishers, 
Creative Journals Ltd. 

* * * 
1952 edition of the Farm 
Mechanization Directory, just pub- 
lished, lists tractors in a 
separate section, including official 
test reports. Reference to the main 
sections, all of which have been 
revised and expanded, is facilitated 
by the insertion of coloured guide 
cards. This directory is illustrated, 
demy 8vo, price 6s net, 512 pp. 

*. * * 
One hundred leading publishing 
houses have taken space in the 
two Christmas book numbers of 
New Statesman and Nation, the first 
of which appeared this week. 
issues carry many additional pages 
of book reviews. 

. ~ * 
December issue of Twentieth 
Century includes a comprehensive 
survey of the month's most notable 
books. 

* * a 
In the current issue of British 
Vogue Export Book the accent is 
on wool fabrics. Many sections of 
the industry are covered: Scottish 
tweeds, manufacturers collections, 


handwoven tweeds. 


Publications News and Notes 


This weck’s Picture Post features 
a three-page story of a fashion 
artist, Beryl Hartland. Examples of 
her work are shown from adver- 
tisements for Berlei, Horrockses and 
Goya. 

. ” 

Winter issue of International 
Cutler, a new cutlery journal, shows 
increased advertising support, some 
in colour. The journal is now going 
to more than 20 countries overseas. 

* * * 


With the January issue, on sale 
December 31, the new selling price 
of the Stamp Magazine will be 9d. 
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yvt CARDS - STREAy, 
POSTERS“ 


Consult pas 
SILK SCREEN ARTS L™ 


97 SHIRLEY ROAD.CROYDON 

AOODISCOMBE 3142-6 
HIGHEST GRADE 
CLEAN & SHARP \ EXPRESS 4 
CRAFTSMANSHIP ‘ DELIVERY 


DAY-GLO’? printers 


JOURNALS! 

A FIRST-CLASS SERVICE AT 
KEEN PRICES 
LYNN & CO. 

Est. 1906 
Wholesale Letterpress Printers & Bookbinders 
7 & 2! Princelet Street, London, E.! 


SPEEDY SERVICE 


Telephone : BiShopsgate 3832/4035 


PADDINGTON 
ADVERTISING 


COMPANY 


PadoimGTOM Oo 


37 SPRING STREET W.2. 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. BOBINSON 
STUDIOS, LINITED 


72a Plough Rd., Battersea, S.W. Il 
Tel. Nos. Battersea 5300 & 4886 
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Paper Polls 
Readers For 


‘Reactions’ 


An opinion poll run by a U.S. 
Middle West newspaper to dis- 
cover its readers’ reactions to its 
stories, pictures, and advertise- 
ments was mentioned in a 
survey of the American news- 
paper scence by John Sargent, 
editor-in-chief, Home Counties 
Newspapers, at the Guild of 
British Newspaper Editors’ 
luncheon. 

Roth the editorial and the ad- 
vertisement departments relied a 
good deal upon the findings of 
this survey in building a better 
newspaper, he was told when he 
visited America as a member of 
the Provincial Press productivity 
team. 

Mr. Sargent mentioned that the 
Chicago Tribune is publishing 
“neighbourhood sections” on 
Thursdays and Sundays. On 
| agg all ang day for ads.— 
there are four such sections; 
on Sundays three. On Thursdays 
these sections are from 14-18 
pages. With different news and 
different ads. they present each 
quarter of the city with a local- 
ised edition peories with the 
normal “locals 


Legal and 


Gazette 
WILLS 


Lewis CHartes SrerHenson, of 19 
Shaftesbury Road, Bridlington, Yorks, 
formerly of The Esplanade, Scarborough, 
director and secretary of Morison’s 
Advertising Agency Ltd., Hull, for over 
20 years, left £6,259 16s. b 
£6,050 18s. 10d. net (Duty paid £318) 


. Birmingham. 
mter, managing director of Walter 
enman Lid. and of Newton, Shakes- 

De: Co., Lid., chairman of the 

Publicity Club of Birmingham 1924-30, 

left £21,508 7s. Od. gross, £20,959 13s. Od. 
net (Duty paid £3,504) 
ay ts ——4 Leonarp Retaitack, of 2 

Anchorage Road, Sutton 

be ge 


we 
Willenhall . 
net (Dur id 

Bs. 126 shire 


Joun A.Frep Hopes, of 26 Knighton 
Drive, Leicester of Hopps & 
Bankart, of Leloener and Loughborough, 
a director of F. Hewitt & Son (1927) 
Ltd., n Srtoe vropetetore. Leicester, left 
£105,879 3s gross. £105,270 18s, 9d. 
net (Duty Said. £51,257). 


NEW COMPANIES 


Colourgraphics Ltd. Designers and 
manufacturers of and dealers in all kinds 
of apparatus and material used for adver- 
tising or display purposes. Nominal capi- 
tal. £100. Directors:_Sir S. G. Tallants, 


R. H. Moll a 

achor Dis Harmood 
Street, N.W.5. Constructors of display 
and exhibition stands and multiple dis- 
play units. Nominal capital: £500. Direc- 
Brassington and 


Davenport, Askew & Co., Ltd., 1 
Lincoin’s Inn Fields, W.C.2. i 


Davenport, ‘H Askew, R. A. Askew and 


D._L. Chittenden. 

Peco Publications & Publicity Ltd., Peco- 
way House, Station Road. Seaton, Devon. 
Nominal capital: £500. Directors; $. C 
Pritchard and ~y C._H. Pritchard. 

Delta Dis & Print Co., 


Ltd. 
Nomina! cooker £200. Subscribers: 1. o. 
mons 2 ani B. R. Buc’ 


~~ 


f 
mew companies recently registered 
I 


$17 


ae a waene 3s. per 

classifications, 4s. per line, . per display 

charge, one line pies rie 
advertisements 


PROMINENT 
AGENCY secks Media Research Assist- 
ant with flair for statistics and @ 
knowledge of the analyses and data 
which are part of the modern Adver- 
tising Space Schedule. This vacancy 
offers progressive opportunity to man , 
or woman who has the above qualifi- 
cations. Write for appointment to 
Smiths’ Advertising Agency Lid., 100 
Fleet Street, E.C.4, or phone Staff 
Director, Central $37! 
ADVERTISING REPRESENTATIVE 
with personality and oT to sell 
space in Golf and Hunt Handbooks. 
poet by letter with references to 

x 933 338 Ad. Weekly 180 Fleet St EC4 


LAYOUT 
ARTIST 


Rooster Publicity Ltd., offers 
a sound progressive position 
with salary according to 
ability for good layout artist. 
Must have at least five years’ 
experience and have a flair 
for industrial publicity. 
Vacancy also for retoucher, 
preferably with experience 
of high class machine tool 
retouching. Salary according 
to qualifications. 
Write in confidence, giving 
age, experience and salary. 
Also include specimens of lay- 
outs to 
ROOSTER PUBLICITY LTD. 
ROOM 431, TAVISTOCK HOUSE SOUTH 
TAVISTOCK SQUARE, W.C.1 


OUTDOOR ADV SET EING, three fully 
expernenced Site Finders foauired for 
(1) SHEFFIELD: (2) MANCHESTER; 
G) BIRMINGHAM; must se in area. 
Generous salary, commission and ex- 

penses to men able to produce good re- 

sults. Positions will permanent and 


arranged pealy Write in first in- 
stance, A ull particulars, in strict 
confidence. 

Box 9346 Ad. Weckly 180 Fleet St BC4 


ADVERTISING MAN 
with extensive knowledge of all 
stages of catalogue production 
tequired by large London retail 
house. Send full details of age and 
Previous experience to 

Box 9359 
Advertiser's Weekly, 180 Fleet St., E.C.4 


LETTERPRESS PRINTERS, old cstab- 
lished. with modern works London, 
require Representative with connection 
for colour and commercial work. Some 
Accounts available Write _ stating 
Present turnover, tape of work handled, 
experience, age 
Box 9370 Ad S Weekly. ‘180 Fleet St BC4 


First Class 
LETTERING ARTIST 


also an Improver required by 
leading London Studio 


Write for appointment 


Box 9404 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING AGENCY require youth 
for Copy and Order Department, com- 
— December 31. Write, stating 

and experience, if any 
_ Box 9375 Ad. Weekly 180 Fleet St EC4 

READER wanted by Press-Cutting 
Agency. Starting pay £4 Ss. per week, 
good panos _ right person. No 

eg 


by Jordan and ‘ Ltd., Company 
Registration Agents 116 Chancery Lane, 
London, W.C.2) 


Aa” Weekly 180 Fleet St EC4 


’Phone your Classifieds 


RATES: APPOINTMENTS VACANT, =< line, 40s. per on panel inch. 


per display panel inch. All other 


wwe Minimum, 3 lines. Box No, 


oa application: all 


covering postage, Series rates 
under seven questions MUST BE "PREPAID. Address: “Advertiser's 
Weekly,” 180 Fleet Street, London, E.C.4. CHAncery 8844. 


APPOINTMENTS VACANT 


ADVERTISING } 


EXHIBITION 
AND DISPLAY 


Company with extremely 
interesting background 
would like to discuss a 
Proposition with an ex- 
perienced executive who 
has useful contacts and is 
looking for a real oppor- 
tunity to get somewhere 
in the business. Complete 
confidence will be ob- 
served. 


Box 939! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ASSISTANT TO ADVERTISING MAN- 
AGER required for large manufacturing 
house in North London area. Able to 
work with minimum amount of super- 
vision. Knowledge of production and 
general advertising departmem routine 
National completed Write 
giving full details to 
Box 9374 Ad. Weekly 180 Fleet St EC4 


CELOTEX LTD., requires immediately 
first class man to handle Advertising 
Department—Press Advertising, Litera- 
ture, Market Analyses, Sales Promotion 
Apply, Sales Manager, North Circular 
Road, Stonebridge Park, N.W.10 s 

SHORTHAND.-TYPIST required for Press 
Officer dealing with eclecwonics and 
allied electrical subjects Applicants 
with experience in technical or indus- 
trial publicity preferred. Write. giving 
details of age, experience and salary re- 
quired to 
Box 9408 Ad. Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


GILBERT 
ADVERTISING 
LIMITED 


(1) He must be agency-trained, 
and have worked in medium- 
sized agencies on industrial and 
technical accounts. 
(2) He must be capable of pro- 
ducing ideas and copy for a 
variety of clients—in other 
words, he must be quick-think- 
ing, versatile and capable 
translating salesmanship into the 
printed word. 
(3) He must be around 35 
ambitious, hard-working a 
capable of holding a position 
which offers great opportunities. 
(4) He will not be required to 
produce layouts, and not ex- 
pected to undertake contact 
work, except where it is 
necessary to the development of 
a scheme. He should be a good 
writer, rather than a good mixer. 
(5) He is not required to intro- 
duce business, and will probably 
be discouraged if he offers to do 
so. We shall be glad to receive 
tull details of experience and 
capabilities from any man who 
believes he can fill this position. 
Salary will be commensurate with 
abiities. 
Write to Managing Director 
GILBERT ADVERTISING LTD. 
10 Norfolk Street, London, W.C.2 


COPYWRITER / LAYOUT MAN  fe- 
quired by small studio. Must be versa- 
tile and have plenty of ideas 
Box 9378 Ad eekly 180 Fleet St EC4 


SUB-EDITOR, 


knowledge ~ of 


"reporter, 
make-up for og weekly. State age, 
experience, 


salary 
Box 9499 Ad. Weekly 180 Fleet St BC4 


London office: 
Advertising. 


position 


annum. 


Experienced 
Agency Executive 


An exceptional opportunity arises for a young 
executive with first class agency experience to 
join the staff of a provincial Agency, with 
Incorporated Practitioners in 


This appointment offers great scope to a man 
of character and integrity who has the creative 
ability to initiate a steady flow of sound ideas 
and to write good copy. Since the appointment 
is a stepping stone to a more responsible 
the ability to manage is essential. 
Commencing salary not less than £1,000 per 


All applications will be treated in confidence. 
Please write fully to Governing Director. 


Box 9369 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


to CHA 8844 (Ex 23) 
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| CLASSIFIED ADVERTISEMENTS 


gr og Rowntrees 
ent Stores have a c 
‘Advertising Manager (ci 
experienced in medium 


advertising of an imaginative type with 
Particular emphasis on Du Mail. 
Applications, with examples 1) full 
details of expericnce, age, salary, to 
Miss Gibson, Director, W. Rowntree 
& Sons Ltd Westborough car- 
borough 

ADVERTISEMENT REPRESENTA- 
TIVES required (commission only), all 
areas for new trade publication 
Box 9411 Ad. Weckly 180 F t St EC4 
An opportunity to write 


REAL SELLING 
COPY 


Well known national advert 
require a skilled and 
Copywriter. This is a wonderful 
opportunity for an enthusiastic 
man to come “on the right side 
of the fence.” To help sell pro- 


iscTs 


versatile 


ducts in universal demand, to 
see them made and to make them 
known Ample scope for the 


most persuasive prose in a busy 
Advertising Department. 

The right man wil! receive every 
encouragement, with good salary 
and prospects. Write fully, age, 
education and experience to 

Box 9402 
Advertiser's Weekly, 180 Fleet St., E.C.4 


eee Mi ACANCY in Adver- 
ising St g004d general artist 
Must b« *- te al!-ounder day 
week Write stating experen and 
salary expected No specimens a his 
stage 


ea 
Box 930 Ad Weekly 180 Fleet St 


| 


APPOINTMEN 


VAC 


Applications, marked 


PUBLIC RELATIONS OFFICER 
for ADVERTISING 


The Advertising Association invites applications for 
the appointment of an official to organise and take 
charge of a new Department for planning and 
carrying out Public Relations for Advertising. 
Salary according to experience and qualifications. 
**Confidential”’ 
made in WRITING to— 


The Director, Advertising Association 
110/111 Fleet Street, London, E.C.4 


should be 


EXPANDING MARKET RESEARCH 
DEPARTMENT of lIcading London 
Advertising Agency requires executive 
with a sound knowledge of Consumer 
Research and the ability 10 control 
surveys at al! stages Agency experi- 

desirable though not essential 

y el Aeon 

Box 9372 Xd Weckly 180 Ficet St EC4 


COPY CHIEF. Interesting and respon- 
sible senior position for fully experi- 
emed agency copy and ideas man 
Apply. giving full details of age, experi- 
ence, salary. ctc.. to F. John Roe 


, 20 St. Ann’s Square, 
ter, 2. BLAckfriars 9786 
ay CTION INVOICE ACCOU NTS 
CLERK for Advertising Agency; know 
ledge of engraving and printing invoices 
Necessary; typing an — age Write 
Stating experience etc., to 
Secretary. HEDLEY BYRNI & CO 

LTD.. 140 Park Lane. W.1 

SPECIAL eee Eee on et required 
by well-known eri of business 
nals for North ay "England 
resident in Lancashire or Yorkshire and 
have had sound space-seliing experience 
Particu‘ars of ‘e and experience, in 
strict confidence 
Box 9407 Ad. W cokty 180 Fleet St EC4 


Manches- 


MORGAN & SWAN LTD 


require a 


First-class 
Retouching Artist 


Write or ’Phone for Appointment 


MORGAN & SWAN LTD 


NORTHWAYS - LONDON : NW3 
Primrose 6611 


LAYOUT pcr ar First class layout 
artist required by well established 
London we gency Should be capable of 


cafrying Out own visuals 


ducing good class pencil roughs Write 
in the first imsiance stating age, experi- 
eme and salary required t& 


¢ to 
Box 9396 Ad. Weekly 180 Fleet St EC4 


Exceptionally experienced 
PRODUCTION 


MANAGER 
required by 
Large London Agency 
to take charge of Mechanical 


Production and Progress Depart. 
He will be responsib‘e for 


efficiency of the Progress and 
Production Groups handling 
Mechanical Production, block- 


buying, typesetting, etc. 

He must be a man with thorough 
practical knowledge and experi- 
ence of blockmaking who will 
have the technical initiative to 
collaborate with the Creative 
Director and Art Director in the 
production of advertisements 
with a “new look” by the 
development of original tech- 
niques, etc. 
Applications 


experience to 


Box 9401 


with 


details of 


Advertiser's Weekly, 180 Fleet St., E.C.4 


FIRST CLASS LAYOUT ARTIST 
equired for press advertisements. 

b sign an advan- 
Apply by letter 

tating experi- 

ured. W. Hop- 

a Mosley Street, 


Manchester 


ASSISTANT ACCOUNT 
EXECUTIVE 


with experience of working on 
technical accounts in varying 
branches of engineering. The 
vacancy offers scope for ad- 
vancement — after preliminary 
period. Applications by letter 
only giving detailed background 


of education and 
advertising 


engineering 
experience. 

SCOTT-TURNER & ASSOC. LTD. 
17/18 Dover Street, London, W.1 


RESEARCH DEPART- 
manufacturer re- 
ak charge of its 
rising supervisors 
od opportunity of 


{HE MARKET 
MENT of a 


va * capable man. 
r * f experience to 
Box 9373 Ad. Weckly 180 leet St EC4 


DecemMBER 6, 1951 


APPOINTMENTS VACA 


YOUNG MAN, aged 20/25 
Space-salesman by 
Street group of magazine publishing 
companics. Must have had a litle ex- 
Perience in the Press or — —— 
fields but need not have sold s 
Box 9406 Ad. Weckly 180 Fleet ‘st “ECs 


SALES 
REPRESENTATIVE 


required for well known 
London Display and 
Exhibition Contractors. 
Must be presentable with 
established connections. 
Write for an appointment 
to 


required as 
well-known = Fieet 


Box 9405 
Advertiser's Weekly, 180 Fleet St., E.C.4 


RETOUCHER. Vacancy exists in a Lon- 
gon Commercial Studio for a first class 
retouching artist Ideal working con- 
ditions Write fully stating age, 
experience, and salary required to 
Box 9394 Ad. Weekly 180 Fleet St EC4 


ASSISTANT TO DIRECTOR 
OF LONDON AGENCY 


There is a good opportunity at 
New Year for a versatile agency 
man; one who can create ideas 
and write copy, can act on his 
own as well as follow direction in 
the pianning and servicing of a 
considerable range of advertising. 
Hs previous agency experience 
should have included contact 
with clients, responsibiliuy for one 
@r more sizeable accounts in all 
details; above all, the ability to 
get things done. Write fully and 
in confidence; review your career 


te date and say why you think 
this is your job. It may well be 
so. (Members of this agency 


already been informed of 
this advertisement.) 


have 


Box 9400 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING AGENCY, provincial, 


old establisned, requires enterprising. 
exper.enced manager. preferably be- 
tween 25/40; excellent Prospects, 


inciuding partnership, 
ability 


when suitability 
grovee— Apply. in swict 


Box 9381 Ad. Weekly 180 Fleet St EC4 


A vacancy has arisen which gives a 


REPRESENTATIVE 
in 
PHOTOGRAPHY 


the opportunity of joining an 
established West End Studio 
which specialises in high-class 
monochrome and colour photo- 
graphy. The position offers 
good prospects and scope. 
Replies treated in strict confi- 
dence. 
Box 936 
Advertiser's Weekly, ed Fleet St., E.C.4 


’Phone your Classifieds to CHA 8844 (Ex 23) 


oe ge of London Office of 
RP vacant shortly Applicants 
ae know the trade press, be 
able of client contact at top 
possess edministraiive abiuity 
ferably some creative ability The Mob 
a basi salary around £600 
attractive incentive scheme 
Very full particulars both of personal 
and — Status necessary to 
secure intery 


Box 9371 Ad. ‘Weekly 180 Fleet St EC4 
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DecemBer 6, 1951 


APPOINTMENTS VACAN 


COPYWRITER IMPROVER required by 
Advertising Department of medium-size 
West of England Faciory. Apply stat- 
ing salary required and giving particu- 
lars of experience to 
Box 9379 Ad. Weekly 180 Fieet St EC4 


WANTED. MORE 
PRODUCTION 
MEN 


with complete practical know- 
ledge of advertising agency 
production including some 
typography. 

If you are a keen, capable 
production man, able to 
handle a group of bus’ 
accounts, and would like to 
be considered for a job with 
scope for man of real ability, 
WRITE giving age, experience 
and salary required to Produc 
tion Manager, 


GREENLY’S LTD. 


5 Chancery Lane, W.C.2 
No telephone calls, please 


LETTER ARTISIS—permanent 
with large fim organtation. 
ence in, displa) writing 
first class men considered. Apply stating 
previous cxperience and salary required 
Box 231 Ad. Weekly 180 Fleet St EBC4 


PRODUCTION MAN 
— plus 


department medium-size 
London Agency requires experienced 
man to prepare printer's layouts 
from visuals. Ability to originate 
own layouts from clients’ copy is 
also necessary. We do mot require 
just a production clerk. All round 
knowledge of letterpress print pro- 
duction, accuracy and neatness arc 
first essential. Write, giving full de- 
tails of experience and salary 
required to 


Box 9360 
Advertiser's Weekly, 180 Fleet St., E.C.4 


positions 
xperi- 
ssential Only 


Print of 


CREATIVE EXECUTIVE. _Intcresting 
and responsible senior position for fully 
experienced agency layout and ideas 
man. Apply, giving full details of age, 
experience, salary, etc., to F. John Roe 
Limited, 20 St. Ann’s Square, Manches- 
ter, 2. BLAckfriars 9786 

COMMERCIAL ARTIST. A_ good aii 
round commercial artist required by a 
London Studio. Position carries high 
salary to first class man Write fully 

age, experience and salary 


to 
Ad, Weekly 180 Fleet St BC4 


ARTISTS REQUIRED 


First class Scraperboard Man, 
specialising in Figure and 
Genera]! subjects. 
First class Lettering Man. 
High finish with command of 
modern styles 
Well-known London Studio 
offers permanencies, pleasant 
conditions, 5-day week 
salaries commensurate with 
ability. 
Write all details to 

Box 9403 
Advertiser's Weekly, 180 Fleet St., E.C.4 


Box 9395 


i 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACANT 


MARKETING and MARKET 
RESEARCH MANAGER 


Experienced man with, practical 
knowledge of marketing and of 
market research required to take 
charge of the Marketing Research 
Department of a London Agency 
and to develop Marketing In- 
formation Service. 


Box 9416 
Advertiser's Weekly, 180 Fleet St., E.C.4 


FREE LANCE SERVICES 


FREE-LANCE ARTIST 
weicomics new accounts. 
General Advertising 
7 Ad. Weekly 180 Ficet St BC4 
FURNITURE & STILL LIFE DRAW- 
GS in scraper, line, wash or colour. 
Box 9313 Ad. Weekly 180 Fleet St BC4 
MEDICAL ARTIST SPECIALIST in all 
types of medical illustration. 
Box 9415 Ad. Weekly 180 Fieet St EC4 
SHOWROOMS EXHIBITION STANDS 
and DISPLAYS from individual design 
to compleuon. J. EDWARD SANDER, 
Sia, Rathbone Place, 
MUSeum 7788. 
POSTER INSPECTIONS. Free Lance 
covering Wales and fet would like 
to act for additional agency. 14 years’ 
experience 
Box 9388 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


HUNTER-PENROSE layout enlarger and 
reducer, 24 in. screen, in wooden cabi- 
net; complete with Aldis 7°7 lens 11 in. 
fitted strip lighting, hood, and 
board £50 or nearest offer. 
AW_355, L.P.E., 110 St. Martin’s Lane, 
w.c.2. slate 

UP to 86 reams Featherweight Antique 

ams 25 x 40 


CANDIDATES FOR 
THE A.A., LI.P.A. and 1.S.M.A. 
EXAMINATIONS 
are offered a coaching service 
which has won remarkable 
successes, including a large per- 
centage of the A.A. Diplomas 
awarded in recent years and 
1.S.M.A’s Pickup Medal in 1944, 
1946, 1948, and 1950. We also 
offer non-examination Courses, 
both comprehensive and 
specialised, in modern Advertis- 
ing, Salesmanship, and Sales 
Management. Send for our 28- 
page booklet ‘‘Advertising’’ or 
**Salesmanship and Sales Manage- 
ments’’ (36 pages). Each is pack- 
ed with practical information. 
They are free. So are the willing 
services of our Advisory Depart- 

ment. 
INTERNATIONAL CORRESPONDENCE 
SCHOOLS LTD., Dept. A.W. 17 
Internationa! Bidgs., Kingsway, W.C.2 


SPE NOUNCEMENT 


See November 29,issue of Adver- 
tiser’s Weekly, pages 466, 467 and 
469 for the Advertising Ser- 
vices & Supplies Section. 
December 27 will be the next 
issue containing™these services. 


’Phone your Classifieds 


APPOINTMENTS WANTED 


EX-DIRECTOR smal! company fifteen 
years experience publicity work, copy- 
writing. etc. se new position with 
scope, home or Overseas. 

Box 9384 Ad. Weekly 180 Fieet St BC4 


SHORTHAND-TYPISTS. Private Secre- 
cs, Clerks. etc. If you are in_ urgent 


efficient personnel. 
SENIOR ADVERTISING REPRESEN- 
TATIVE (40), secks -—-~ , 
required £900-£1,000 p.a. Offers to 
Box 9413 Ad. Weekly 180 Fleet St BC4 


For I am no copywriter. 


1 buy and handle Print. 


To Agencies or Manufacturers looking for a 


Highly Qualified 
and Experienced 
PRINT BUYER 


ONE OF MY FRIENDS 
business has written this advertisement for me. 


I am a Print Buyer who for many years was 
Production Chief of one of the top three London 
agencies. That agency and many other well known 
firms and people will vouch for the fact that I am 
better-than-average at print buying. traffic work 
and organising affairs on that side of the business. 

There are not many people I do not know in 
printing circles, and all respect me for the way 


As I am not writing this advertisement “I” can 
say that by and large I get on very well with 
people in most walks of life. 

I assure you that I personally will reply to all 
your letters and will not employ my friend to do 
any more of the difficult work for me. 


Box 9366 Advertiser’s Weekly, 180 Fleet Street, E.C.4 


in the advertising 


ARTIST, all-round, ectouching, technical 
and general, leticring and linc, requires 
ob, 3 or 4 days a wee 
Box 9398 Ad. Weekly 180 Fleet St BC4 

ENERGETIC REPRESENTATIVE, age 
34, desires progressive sales position 
Excellemt record 
Box 9385 Ad. Weekly 180 Fleet St BC4 


An agency or art studio that wantsa 


(PHOTOGRAPHER 
specialist in line and tone copying to 
set up a department or join an existing 
one early new year should contact 

Box 9368 
Advertiser's Weekly, 180 Fleet St., E.C.4 


LONDON PRODUCTION MANAGER. 
required to another 
organisation Thoroughly 
experienced organiser and buyer 
photography, block and printing. 
class references " a clock watcher. 
__ Box 9386 Ad. Weekly 180 Fieet St BC4 
ADVERTISEMENT MANAGER. High 
class Trade Journal experience, secks 
change. London based preferred 
Box 9397 Ad. Weekly 180 Fleet St BC4 
YOUNG LADY requires ‘ettering, layout, 
or black and white illustration post 
London area 
Box 9399 Ad. Weekly 180 Fleet St EC4 
YOUNG MAN with expericnce in jayou. 
and production secks position with 
London Agency 
Box 9383 Ad. Weekly 180 Fleet St BC4 
AGENCY trained young advertising man 
experienced copywriter accustomed to 
responsibility, staff contro) and acting 
on own initiative, secks progressive 
post demanding hard work and enthusi- 
. in Agency or Manufacturer's 
Publicity Department Creative, Ad- 
ministrative or Representative capacit 
Box 9376 Ad. Weekly 180 Fleet St EC4 


PRINTERS 


FINE ART & PERIODICAL PRINTERS 
Modern organisation and plant. Regular 
road collection and delivery service to 
London (35 miles). On main line. Ask 
for London representative to call. 
Printers to the trade for 50 years. 
WM. CARLING & CO. LTD. 
Hitchin, Herts. Hitchin 93 


PRINTERS with Works in London and 
Bedford have para and facilities for 
production of Periodicals, House 
Organs, Staff Journals, etc. ine colour 

a speciality at competitive 
Assistance with Editorial 


BUSINESS OPPORTUNITIES 


1HE MANAGING DIRECTOR of a 
West Country Agency with Trade 
Journal and Provincial recogni- 
ion requires capital for development. 
and would be interested to meet suitable 
investor willing to join the board as 
active Director Reply in confidence to 

_ Box 9389 Ad. Weekly 180 Fleet St BC4 

> oi _ all purposes. W 
ridge 23 loomsbur 

_ MUS 718i Ansecacis 

PROVINCIAL AGENCY, strong finan- 
cially, of long standing, fully recognised 
would welcome amalgamation, or 
mutual working agreement, with other 
agency of repute; pre als only 
Box 9382 Ad. Weekly 180 Pleet St BC4 


Part- 


to CHA 8844 (Ex 23) 
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EGISTERED 
3.P.0. AS A 


ADVERTISER'S WEEKLY 


Advertiser's 


Weekly 


Tuursvay, DecemBer 6, 1951 


S. a copy 
52/6 a year 
Post free 


55/- (overseas) 


You can command exceptional plant and 
interested men and women for letterpress, 
lithography, colour photography, offset 
deep plates, foundry, block making and 
most finishing processes—joined with our 
wish to support your plans. When you 
and we have agreed dates for delivery, 
that timetable will be adhered to. 


We are reliable printers. That is Printegrity, 


FOSH & CROSS LTD 


80-92 MANSELL ST. LONDON, E.1 


LO 


Telephone : ROYal 1731 (10 lines) Telegrams : “ Printrade London ** 


| 
ba 
i aah 


Published “by th the ‘Proprietors, BUSINESS SS PUBLICATIONS, Ltd Ltd, at their office j at “180, Fleet Street, London, rx Cc 5 (Phone : 
mber 6, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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STOP PRESS 


| Wednesday. 


P.R. FIGHTS 
FOOT AND MOUTH 


Over 30,000 animals insured 
against foot and mouth disease in 
60 days through firm of Lioyds’ 
insurance brokers who are ning 
Foote, Cone & Belding for public 
relations drive. This insurance, 
approved by Ministry of 
ture, can be taken out thr any 
Lioyds broker. 

Firm for which F.C.B. are acting 
has taken on extra staff to cope with 
flood of requests for pro 
forms and is running ._ — 
Many famous pedigree 
sured. 


P.R. DEGREES— 
AMERICANS HOPE 


Public relations people in — 
look forward to time when 
will be academic degrees, a 
to bachelor level in public rela- 
tions, Homer Calver, of board of 
directors of 1,000-strong Public 
Relations Society of America, told 
Institute of Public Relations on 


These degrees would not only 
cover use of media but also sciences 
like sociology, anthropology, and 
psychology. One of biggest jobs 
they were tackling in America was 
“public relations for public rela- 
tions.” 


‘FAMILY DOCTOR’ 
CHANGES 


Roland H. Green circulation and 
ad. manager, “Family Doctor,” will 
join South African Journals Ltd., 
representing Ramsay, Son & Parker, 
the Cape Town publishers of six 
trade papers and one consumer 
magazine early 1952. 

R. T. Morgan will for time 
carry on duties of “Family Doct 
circulation manager, and R. 
Courtenay Benham, of ad. manager. 


Surrey Town and Country Plan- 
ning Committee are to approach 
the District Councils’ Association to 
ensure uniform policy on ad. signs 
within Surrey’s 34 district council 
areas. 


All tickets have been sold for 
Fleet Street Column Club Christmas 
luncheon. List closed. 


Harold Macmillan, Minister of 
Housing and Local Government, 
will address luncheon of 
—— branch 1.S.M.A. on Janu- 
ary 


Ad. manager of Widnes Weekly 
News series, George S. Rushbrook, 
will shortly move to Boston to take 
ever with the New Year the post of 
manager of the Lincolnshire Stan- 
dard series. 


Chancery 8844 ) 
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